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steps to up 
your sales on 

CHANNEL 





AUDIENCE 

Potential cus- 
1 0 m e r- s f Q r 
your product 
delivered on a 
mass basis.* 



COVERAGE 

&rea t, central- Pennsylva nia 
market, known for continued 
economic sta biliiy. 



LOW COST PER DOLLAR 

Wore families consistently reached than 
by all other stations located in the 
WGAL-TV area combined.* 



RESULTS Advertisers achieve sales re suits as prov- 
en by continuing renewal of contracts. 




COLOR Only area station equipped to originate color. As NBC affili- 
ate, it telecasts more color to an ever-growirtg audience. 



MODERN Latest, diversified facilities for future growth and expansion. 
FACILITIES Spacious studios, latest, equipment, including two color tape 
recorders, color cameras;, stand-by transmission units. 



VIEWER LOYALTY 

Programming developed to 
meet the needs of its com- 
munities results in viewer loy- 
alty to Channel 8, 



PIONEER Established 1949, one of the first, 
VHF WGAL-TV pioneers with new and 

STATION better services. 

•Sjatittki bajnd on ARB data and lubieci lo qualifications 
ilium! by thai company, available upon rrount 



WGAL-TV 

Channel 8 

Lancaster, Pa. 

Clair McCollough, Pres. 




STEINMAN STATION 

R pr tentative: The MEEKER Company, Inc. • New York • Chicago • Los Angeles • San Franc'rsccl 
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Late news 

In tv/radlo advertising 
2.1 Dwcmliir im& 



Give and take: Evidence of changing White 
Mouse attilrrri** toward broadcasting (*cc 
si-oxsoit, 2 December) cnnic last week when 
top network executives held separate .ses- 
sions with President Lyndon Johnson. While 
presence of network new* heads led to specu- 
lation that news conferences, political cover- 
age, and other related prohlems were a major 
subject, it's also believed that sessions were 
far prime purpose of better understanding and 
friendship. NBC led off on Wednesday with 
president Robert E. Kintner, news executive 
v. p. William MeAndrew, news v. p. Julian 
Goodman, and W ashington bureau chief Wil- 
liam Monroe attending. Tbu rsday went to CBS 
with chairman William S. Pa ley, president 
Frank Stanton, CBS News president Richard 
Salant. CBS News general manager Blair 
Clark, and Washington bureau chief William 
Small present. At week's end. it was AB-PT 
president Leonard II. Gohlen>on. corporate 
\ ice president James C. 1 lagerty. television 
news director Jesse Zousmer. and Washington 
bureau chief Robert Fleming meeting with the 
President. 

Thomas back to NBC: As expected, Danny 
Thomas will quit CBS TV at the end of this 
season to return to the network where he got 
his big tv start in the Four Star Revue. The 
deal with NBC calls for a series of five hour- 
long color special^ in the '61-65 season, with 
Thomas taking an active part in the produc- 
tion a< well as starring in them. This is the 
second General Foods-sponsored CBS comed- 
ian lured back by NBC. The first was Jack 
Benny, who returned to the network several 
weeks ago. 

Resignation announced: John F. Meagher, 
v.p, for radio of NAB, has resigned, effective 
1 February, to return to "private business." 
Meagher joined the broadcasters association in 
1951. after serving as general manager of 
KSYM Mankato, Minn. 



ASCAP expirations: AH stations whose 
ASCA P licenses expire 31 December may 
continue to use ASCAP music after that date 
by sending a notice to ASCAP before the firM 
of the year making application for a license, 
with the organization to ad\ ise the .station in 
writing what fee it deems reasonable. If a rea- 
sonable fee can't be agreed on within 60 days, 
the station may apply to the U.S. District Court 
for the Southern District of N.Y. for the fixing 
of a reasonable fee to ASCAP. Then, either the 
station or ASCAP may apply to the court "to 
fix an interim fee pending final determination 
of what constitutes a reasonable fee." When a 
reasonable fee has been determined by the 
court, ASCAP is required to offer a license at 
a com pa rable fee to other applicants similarly 
situated. Any radio station has the right to 
perform any composition in the ASCAP reper- 
tory pending final determination of a reason- 
able fee. Until such determination, a radio 
station is required only to render such reports 
and pay such fees as may be required by the 
interim fee order of the court. 

Denial: National Research Corp., maker of 
Enurol, has denied false advertising charges 
brought against it by FTC. The FTC complaint 
charged that Enurol. in its advertising, mis- 
represents itself in claiming prevention and 
cu re of arthritis and other degenerative dis- 
eases. National Research countered that it has 
"never claimed (it) would 'prevent and cure' 
arthritis, but that it will relieve arthritis, etc." 
No further action has been announced by FTC. 

Sharing the profits: The stock participation 
plan of Edward Petry & Co., originally offered 
to 26 executives of the firm in August, has been 
extended to include 26 more. The expansion 
brings to 52 the total number of stockholders, 
just under 25^ of Petry's personnel. Martin 
L. \ierman. executive v.p., said other em- 
ployees may be "invited to participate in the 
future." 
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4A's to Rating Council: The 4A's informed 
NAB it wishes to join the Rating Council, al- 
though it has "misgivings about the structure" 
of the council. It said it is subordinating its 
misgivings and applying for membership be- 
cause: ( 1 ) it wants to actively support broad- 
casters in eliciting cooperation of ratings serv- 
ices; (2) it approves aims of the audit and 
hopes for direct benefits stemming from it; 
(2) it acknowledges responsibility of agency 
business in improvement of ratings, and this 
is "an important initial step;" (4) this is an 
important demonstration of practical ability 
of broadcast advertising business to improve 
its standards itself; and (5) it believes it's 
important to show government the willingness 
of buyer elements in the industry to support 
efforts of broadcasters to achieve more reliable 
audience measurement data. 

Promote sales promotion: That's the advice 
given by Herbert M. Cleaves, executive v.p.- 
marketing, of General Foods, to the Sales Pro- 
motion Executive Assn. last week. Sales pro- 
motion people must do "a far better job of 
celling their skills, their competence, their 
professionalism to management," he said, if 
they are to make their important contribution 
to the total marketing mix. Describing sales 
promotion as including premium incentives, 
point-of-purchase display, direct mail, and 
package design. Cleaves called it a "unique 
key to provide the spark that starts the engine; 
to synchronize the gears that throw the whole 
machine into high." 

Mutual sales up: A 16% gain over the pre- 
ceding year's time sales headed a long list of 
forward strides made by Mutual Broadcasting 
System during 1963. President Robert Hur- 
lcigh heralded increased volume over the past 
three years as "clear indication of the adver- 
tisers' new attitude of dollars-and-ccnts real- 
ity." MBS now has 489 affiliates, an increase 
of 22 over the previous year. 



NAB commercials confab; President LeRoy 
Collins highly optimistic over icedsreaking ac- 
complished during last week's meeting of top 
network and advertising brass to expiate 
"problems and possibilities" in the future of 
tv commercials. Because of informal and ex- 
ploratory nature of get-together in N.Y., Col- 
lins, who presided, said no official report or 
details would be released on session . - . but 
more meetings of similar nature are expected 
to be held soon. Gollins stressed: "We all feel 
this is the beginning of something very fruit- 
ful." Representing the nets were v.p.'s Joe 
Ream for CBS? Lee Jahncke for NBC; afid Al 
Schneider for ABC. From advertising: 4A's 
president John Crichton and chairman Arthur 
Tatham, and ANA president Peter AllpofL 
plus some of their top committee and staff 
aides. For NAB : Code Review Board members 
William B. Quarton (WMT-TV), Joint NAB 
Boai;d chairman;; past chairman Clair R. Mc- 
Collough; and Donald H. McGannon (Group 
W), who also heads NAB's Rating Council, 
plus newly appointed Code Authority director 
Howard W. Bell. 

Drop-ins stay axed:; The FCC has affirmed its 
November action denying airy further hope for 
drop-in VHF's in the seven two-VHF markets. 
It turned down any and all petitions for recon- 
sideration entered by ABC and individual 
broadcast firms seeking to acquire the drop- 
ins. Cities involved were Johnstown, Pa,; 
Baton Rouge; Dayton; Jacksonville; Birming- 
ham; Knoxville; and Charlotte, N. C. 

K&E merger: Noyes & Co., Providence agency, 
has joined forces with Kenyon & Eckhardt* 
effective 1 January. The Noyes firm, founded 
hi 1921, will continue to service its eBiWs 
locally. Frederick C. Noyes will be manager of- 
K&E*s new Providence office, and Henry C. 
Hart, Jr., and Albert E. Van Wagner have 
been appointed v.p.'s of K&E. 
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PHILADELPHIA 

''^N^^&tx a " c -'' ( '< ,(sl l ' r pi'csriital )i>n <>} 

WPENNEWS 




It's oil about Philadelphia and 
Philodelphions . . . like a "hidden 
treasure" buried in the heart 
of City Hall . . . ihe reoctions of 
a Peace Carps youngster just 
returned from Africa . . . jab 
opportunities currently available 
. . . ar haw to authentically 
restore o colonial hame. 

It's anything and everything thot 
expresses the vitality 
of o city ond its people — 
octually using the voices of 
the individuals involved. 




HILIDELPHIA 
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mitiiH/ radio about an exciting city 





radio 



Represented by AM Radio Sa es Company 
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RCA Transistorized Consolette 

for Dual-Channel AM/TV and FM Stereo 



Take a good look at this smart new model. 
Here's that "custom" appearance to satisfy 
the proudest management; "custom" quality 
and flexibility to please the most discrimi- 
nating engineers . . .all in a production-model! 

CUSTOM STYLING-Striking new lines in 
blue and silver bring a color accent to con- 
trol rooms. Color-coded operating controls 
arc engineered to avoid errors. Only 39" long, 
it is compact and self-contained ... to satisfy 
new or existing arrangements. 

CUSTOM QUALITY-The BC-7A is fully 
transistorized for long-term reliability. All 
amplifiers have input and output trans- 
formers. .. precise impedance matching for 
both program and monitoring circuits. You 
get quality stereo monitoring ( 10 watts out- 



put ) , quality gain controls, quality leaf-t} pe 
key switches on all program circuits 

CUSTOM FLEXIBILITY-You ha\e inter 
changeable plug-in modules .. .preamplifiers, 
isolation/balancing units, program ampli- 
fiers, monitoring amplifiers, cue amplifier 
and power suppl)— all in one self-contained 
unit. You get three-mode operation . selec- 
tor switch to instantaneously convert from 
dual channel, parallel or stereo operation 

We can't name them all here, but we believe 
you will agree that this is the kind of custom- 
ized stvling, qualit), and flexibilit) you want 
Let your Broadcast Representati\e show you 
all the features that make this consolette \our 
best buy. Or write RCA, Broadcast and Tele- 
vision Equipment, Bldg. 15-5. Camden, N J 
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THE MOST TRUSTED NAME IN ELECTRONICS 
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\cq u isitives* are diversified i n Cleveland 

igveland is not a one industry city! Cleveland ranks third with the number of the 
ktjon's top 500 manufacturers located within WJW-TV's coverage . . . just behind the 
ig financial centers of New York and Chicago. Cleveland business is diversified 
ter many basic industries— steel to satellites . . . paint to printing . . . tires to trucks . . . 
machinery to mining. That's why acquisitives have steady employment in Cleveland. 

K-quis'-i-tive — given to desire, to buy and own. ACQUISITIVES WATCH 
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WJW*TV 
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NEWS 



5 Ti.rn.eSi. Winner 6f 
TAPBA Key Station Aword 

5 Times winner of 
TAPBA Beit News Awords 
Texas Association of Broodcosters 
Award 
U.P.), Award 
1958 - 1959 
Notional Safety Council 
1959 

Alfred P. Sloan Aword 
1959 
A. P. Aword 
1959-1960 
A. P. Managing Editor Award 
i960 

Notional Headliners Club Award 
1961 

Sigma Del to Chi Award 
1961 

City of Houston Aword for 
Outstanding Public Servjce 

Twice Winner of Texos 
Governor's Specibi MerJ) 
for Traffic Safety Promotion 



Builds an image of 
BELIEVABI LITY 
for Advertisers' 
Products and Services 
. . . that's why more 
Houstonians are 
SOLD on 



PUBLISHER'S 
REPORT 



One man's view of 
significant happenings in 
broadcast advertising 



Is Governor Collins good for the industry? 



L 



eHoy Collins, president of the NAB, is under fire again. 
Actually, he's been under fire since he took the job some thfl 
years ago. But this time he's touched a really sensitive nerve — h 
talk on civil rights in Columbia, S. C, inflamed an area which has \m 
going about the excruciating task of integration positively and go,' 
ageonsly. Furthermore, he laid himself open to an oft-repea 
charge: as president of the A AM he's dead wrong to wander so fj 
afield. 

What prompts a man of his experience and skill to rock the ho 
And is he good for the industry? 

First, some say he's paving the way for reentry into politi 
Others, he believes that his controversial speeches rid) off to t 
credit of the industry. Governor Collins says that when he took t 
job it was with the understanding that he would speak out on him 
subjects. 

While I admire many of the Governor's objectives, his lunpiesti* 
able courage, I can't say as much about the way he goes about aehf 
ing some of them. I get the impression that he is goaded into expiH 
ing himself. Faced with the most unfriendly trade press that an %Jf 
bead ever had, this sensitive man has been viewed with Mi»pif h 
a large portion of his membership almost since the beginning. 

Yet there are reasons why 1 suspect that he is perhaps a> good 
president as the NAB has ever had. 

Looking at the record, here's what I see. 

► Plenty of regulatory harassment* and attacks. But durmg 
three years tenure no vital adverse rulings or legislation. 

^ 7 he FCC over com in ere id I izat ion issue: dead. 

► The ratings issue: taken out of government hands. The imbJ 
through NAB quietly working to solve the problem. Rating iffii<U 
no longer a serious issue. 

^ Local hearings: threats of more to come after Chicago si 
Omaha. But no encore developed. 

► State legislator support: NAB under Collins aiding state StM 
ciations in close liaison with state legislators. 

► // ashington effectiveness: despite the ""vast wasteland" s|«i 
and numerous threats to the industry the NAB and its president 
in high repute in official Washington, work quietly and efl eeriv 
behind the scenes. FCC roadblocks are lessening. During his fl 
dencv the industry has gone on to record prosperity and prestige 

I.cKoy Collins was hired, above all. to protect and advance <^ 
system of free enterprise broadcasting. On balance, lies t 
fine job. 
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BRAND 





How Brand X 
became 
the envy 
of th e 

Qjl^nhahpi f 





. . . for surprisingly little cost increase. 

VERY SIMPLE. Manufacturer of this product gave his TV commercials the PLUS OF COLOR. 
Customers came— saw— recognized what they saw— and bought. Overnight, "Brand X" became 
one-of-a-kind, thanks to color. 

Your black-and-white commercials will be even better when filmed in color. Prints will come 
. . shades and subtleties will stand out as never before. 



I For more information on this subject, write or phone: Motion Picture Film Department, EASTMAN 
KODAK COMPANY, Rochester 4, N.Y. Or-for the purchase of film: W. J. German, Inc., Agents for 
the sale and distribution of EASTMAN Professional Film for Motion Pictures and Television, Fort 

[ Lfie, N.J., Chicago. III., Hollywood, Calif. 



FOR COLOR 
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Charles Sinclair 
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LAUDS NEW LIGHT ON FM 

We were most pleased to see the 
recent article on FM audience re- 
search hy Northwood Institute. The 
job of audience research is the big- 
gest one facing the FM industry 
now, and as a memher of the FM 
industry, I would like to thank you 
lor shedding new light on the cur- 
i rent situation. 

Dusty Rhodes 
vice president 
Mid-States Broadcasting Corp. 
East Lansing, Michigan 

SUGGESTS "PRACTICAL" THANKS 

It is gratifying to see that Benton 
and Bowles appreciates the radio 
and tv industry for its recent cover- 
age of the nation's tragedy. As you 
know it cost the broadcasting in- 
dustry millions of dollars in adver- 
tising revenue which the news- 
papers did not give up but in many 
cases increased their lineage during 
the days of the tragedy. May we 
suggest that a more practical thanks 
i would be to spend the money on 
broadcast media and not enrich the 
coffers of a medium that gained ad- 
vertising revenue from the nation's 
ordeal. 

C. K. Patrick- 
president 
WCLV Radio 
Cleveland 

B & B TOOTS HORN 

1 have noted in the advertising 
press that whenever Benton 6c 
Bowies' spectacular growth is men- 
tioned, the item usually refers to 
our acquisition of Fastem and 
Beeeh-Nut. 

We admit that these two accounts 
were the newsmakers of 1963. But 
our "spectacular" growth also comes 
in less spectacular ways. We're 
proudest most of the many new as- 
signments that we get from the 
people who know us best — our pres- 
ent clients. 

Here's what made us hot in 1963: 



Letters to the Editor 



Squibb's Vigran, Swceta and ■ 
trocin - T; Paxton; Burma - Sha 
Pcrsonna and Pal Stainless m 
Blades; Edward Dalton Gomp 
llcublein's Bell scotch . . . and. 
course, Beech-Nut and Eastern. 

The three biggest accounts I 
switch agencies in open coinf 
tion during the past two year! 
Texaco, Beech - Nut and Eash 
B & B was awarded all three. 

Geo. C. Whipple 
director of public relati 
Benton cc Bom 
New Y 

WOULD REPRINT "ENIGMA" 

We woidd like to reprint 
very excellent article titled "Ajtf 
alleviates attire enigma" which 
peared in 2 December issue 
sroxsort. 

May we have your pcrmissicr 
do so (and would you please spc 
the credit line you desire)? 

Edward A. Nyl 
public relations departm 
Chirurg & Ca 
New 1 

THANKS FOR TRIBUTE 

Thank you for your words of 
butc to our late President and I 
for the nice things you said m 
NBC's coverage of those tr; 
events. All our people worked 
stintingly in this matter and i 
good to know that, their effort* w 
appreciated. 

Robert E. Kin 

pre*! 

National Broadcasting 

New h 

Many thanks for WITH A CO| 
UNSEEN. It is very hnpressiw? 
a wonderful tribute to the indtjs 
Leonard H. GoMf! 

pi rsir 

A m er i ea i i B f oa d casti 
Paramount Theater*, \ 

.New \ 
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STATION REPRESENTATIVES 



Spot tv costs are up 2-5<7b i* 

Semi - annual Katz summary shows dollars for daytime pace spot tv cost ©a P 



TOP FIFTY 

TELEVISION MARKETS 

f Market ranking includes TV Homes 
vii dilution of satellite operation. 
Rati includes satellite operation. 



New York, N.\ 

Los Angeles, Cal 

Chicago, 1!' 

Philadelphia, Fa 

Boston, Mass. — Manchester, N'.ll. 

Detroit, Midi 

San Francisco — Oakland, Cal. . . . 

Cleveland, Ohio 

Pittsburgh, Pa 

Washington, D.C 



Total Cost for 1st 10 Markets 



St. Louis, Mo 

Baltimore, Md 

Dallas — Fort Worth, Tex 

Cincinnati, Ohio 

Minneapolis — St. Paul, Minn. . . . 
II 'ford — New Haven — New Brit. 

Providence, R.l. . . . . 

Indianapolis — Blooinington, lnd. . 

Miami, Fla 

Milwaukee, Wis. 



Con 



Total Cost for 1st 20 Markets 



Kansas City, Mo 

Charlotte, N.C 

Sacramento — Stockton, Cal 

Seattle — Tacoma. Wash 

Atlanta, Ca 

Buflalo, N.V 

Johnstown — Altooita, Pa 

Lancaster — 1 larrisburg — York, Pa. 
C.rand Rapids — Kalama/oo, Mich. 
Houston, Tex 



Total Cost for 1st 30 Markets 



D.iyton, Ohio 

Memphis, Tenn 

Tampa — St, Petersburg, Fla 

( 'ohmihns, Ohio 

Portland, Ore 

S\ racuse, N.Y.I 

\\ heeling, \\ \'a.— Stenbeiiville, Ohio . 
<.r'n\'h— Spartaub'g, SC— Xshev'lc, NC 

\.ish\ illc, I enn 

Birmingham, Ala 

Total Cost for 1st 40 Markets .... 



New Orleans. La. 

Charleston Huntington, \\ . Ya. 

Mbam Sclicnec tadv I ro\ , \A 

Louis\ .Hi , k\ 

Mint S,i K m,iu B.i> Cit\. \|.. h. 
< -ret nslioro- \\ niston-S.ileiii, \ ( ' 

I oli do, Ohio 

Lmsmg Onondaga, Muh. 
I< d< igh Durham, \ ( ' 



lotid < ,ist for 1st .10 Markets 



MARCH 1963 PRIME TIME 



DAYTIME 



LATE NIC1I V 



V> Hour 



20 Seconds 



Minute 



[Minute 



Base 
(1-Time) 



Base 
(1-Time) 



3 Per 
Week 



6 Per 
Week 



6 Per 
Week 



12 Per 
Week 



G Per 
Week 



6,120 
3,000 
3,000 
2,500 
1,800 
1,980 
1,380 
1,320 
1,500 
1,110 



2,400 
1,250 
1,300 
1,200 
800 
1,100 
800 
775 
700 
450 



2,400 
1,250 
1,300 
600 
800 
1,100 
800 
640 
700 
450 



2,400 
1,250 
1,300 
500 
800 
1,100 
800 
560 
525 
450 



800 
425 
500 
412 
245 
160 
123 
225 
188 
140 



440 
260 
300 
302 
192 
150 
96 
180 
150 
105 



I 1,800° 
450° 
980° 
612° 
275° 
231 
160° 
280 
281° 
170° 



$ 23,730 $10,775 $10,040 $ 9,685 $ 3,218 S, 2,175 $ 5,239 S 



1,260 


395 


395 


395 


183 


134 


213° 
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1,050 


425 


425 


425 


115 


100 


120° 
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1,200 


400 


400 


400 


112 


105 


105° 




1,050 


380 


275 


240 


70 


60 


115° 


I 


1 ,-iUU 




4 (O 


4 i O 




Q 1 




1 
J 


1,110 


400 


400 


400 


173 


150 


135° 


1 


1 000 


350 


350 


350 


110 


80 


140 


1 


840 


380 


380 


380 


95 


80 


50° 




925 


500 


500 


500 


128 


94 


105 




900 


370 


350 


330 


98 


84 


126 


| 


$ 34,265 


.$14,850 


$13,990 


$13,580 


$ 4,407 


$ 3,153 


1 6,573 


$ 5 ,4 


840 


375 


375 


280 


115 


90 


198° 


I 


840 


290 


290 


290 


113 


113 


68 




880 


350 


350 


300 


75 


65 


35° 




900 


375 


375 


375 


95 


85 


95 




720 


300 


300 


285 


105 


99 


60 




1,000 


500 


500 


500 


115 


100 


150° 




660 


275 


275 


275 


98 


85 


98° 




720 


240 


240 


240 


101 


81 


101 




900 


400 


350 


325 


90 


80 


100° 




780 


325 


325 


325 


100 


88 


120 


1 


S 42,505 


$18,281 


$17,370 


$16,775 


$ 5,414 


$ 4,039 


$ 7,604 


$ 3$ 


720 


285 


285 


285 


o0 


40 


85" 




600 


225 


225 


225 


60 


48 


64° 




600 


230 


230 


230 


70 


65 


70 




720 


275 


275 


275 


80 


70 
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$ 55,275 


23,270 


$22,130 


$21,345 


$ 0.96S 


$ 5.365 
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. NOW the 44th largest metropolitan market! 

(Official U. S. Bureau of Budget Figures) 

To Sell Toledo, you need WSPD RADIO and TV 



WSI'D-KADIO. The Katz Acencv Inc 
NATIONAL SAI.KS KKl'UKSKNTATI VKS Ke Cy ' lnC ' 

WSPD-TV. Slorfr T. I. vision Sales, Inc. 
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Iiik*r]irt*liilloii and i omiiic nlarv 
oh mosl tifittifiranl I v /radio 
and tiiarlrlinu new* of lire Meek 



A levelling-off in giant one-stop stores may spell a switch in some tv commercial techniques. 

Groeery-sold consumer product- haw, in recent yea r>, put coiisidei able emphasis un 
pre->elling tlie >up<M ma i ket customer, figuring thi> was no< es-jrv in light o! a be- 
wildering choice of items and a mininuir* of clerk assistance. .Now , agem \ icvih Ii 
on the subject .such as a recent >tiuly made br Doyle Dane Brifihach shows 
that the saturation point in one->tore units may well he in *ight, and that spe< ialty 
shops are staging a strong comeback. 

Such shops now come in \ ariou.s basic forms the liniited-inventoi v di-i oiint 
retailer in the food field, the deluxe grocery operated by a food chain which goes 
in for such frills as charge accounts, the "bantam" store that is a sealed-dow u 
supermarket, and the "satellite" type of shops. 

In the latter area* a thought-provoker is .Macy's. which operate* a number of 
auto centers near regular Maey stores; these offshoot shops may do $25 million <n 
more next year. 

For tv admen, these trends may mean greater emphasis on the assistance in 
product selection rendered by store (darks and eonsiderahlv less pressure to p re- 
sell the viewer. 



Radio stations and networks won't be the production base for a stereo radio "renaissance." 

Here's the situation in a nutshell: .Most network and station facilities studios, 
mikes, sound effects, ete. — date from the day> of radio s commercial heyday. 
Money for improvements has been tight. Meanwhile, record companies and specialty 
recording studios charged into the stereo a rea in 1958, and ha\ e been there e\er since, 
constantly adding new equipment and testing new techniques. 

Where once radio could count on offering the be>t facilities to agencies for 
program and commercial production, this is no longer true. Increasingly, agencies 
eyeing the growing (slowly, but growing) stereo radio market such as Young & 
Rubicam, Caiupbell-Ewahl and MeCann-Erickson are turning to independent 
recording studios as their production bases. 

There's a human factor, too. Few network and station radio engineers and tech- 
nicians have kept pace with stereo techniques the way their counterpart- in the 
record industry have been required to do. Watch, therefore, for an upbeat in radio 
commercial production at studios like Capitol. RCA Victor. Fine Recording. Gotham 
and others. 

Tv set manufacturers continue to look to print, not tv, to sell tv sets. 

Although such firm- as Admiral. Motorola and Phileo were among the pioneer big- 
time sponsors on tv, their activity in recent seasons ha- been confined to a few flings 
in spot or tv .specials, combined with hea\ y print and other-media schedules. 

Hopes that ownership of Phileo by tv-niinded Ford would change Philco's at- 
titudes toward tv have been blasted, however. Phileo announced last week it iva« 
increasing its 1961 ad budget by 50', over 1063 levels but 67', <>f the Phileo 
ad dollar would go into newspapers, with the rest to national magazines ami trade 
publications. 

This marketing approach. Phileo ahr> stated, was based on dealer attitudes un- 
covered in a special study. Among other new Phileo tactics, regional offices will he 
given the responsibilitv and authority for advertising and promotion programs. 
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The CBS o&o tv outlets continue to protect their investment in late-model feature films. 

Last week, four of the five CBS-owned tv outlets (exception; KNXT, L» A.) sigow 
for a package of 215 Universal-International post-1950 features^ now distributed 
by Seven Arts. Price for the package was over §2 million for the; New York marks| 
alone, at least that much for the other three markets. Two of the CBS outlets air 
picked up nearly three dozen MGM features for exposure in New York and Chicago 
WCBS-TV, whose film-buying operations are headed by Bill Lacey, is nrobljffl 
the biggest single sale a feature-film syndicator can make. It rj the key outlet of r 
group which is regarded among syndicators as a bellwether in feature buying. I 
1963, WCBS-TV has bought some 280 pictures! enough to keep secure its imt4$ 
five-year supply. 

It's not easy for WCBS-TV to stay in front. Features are in short supply, priein 
keeps edging upward, and the station's regular schedule calls for over 30 featur. 
showings weekly. However, the Late Show on WCBIS-TV and other o&o's produce 1 ; 
several millions yearly in spot billings? making the buying effort well worthwhile 

A leading "spoken-word" record company is finding rial values in fra radio sponsorship* 

The record firm is Living Shakespeare, a New York concern which sells Carefula 
abridged recordings (mono and stereo) of Shakespeare plays with British casts fa 
$2.98 per record. Cast members include some hefty box office, names — Rishari 
Burton, Ralph Richardson) Vivien Leigh ? et al., with Michael Redgrave as hos$. ; 

Executives of the recording company recently approached rep-eonsuftaut RoffB 
Coleman to ask him how they could promote the Shakespeare sets on the air. Cellj 
man suggested that the recordings be Used, %vitb appropriate lead-in, lead-otits m 
commercials, as the basis of a show series,, placed on a spot basis. 

The series is now running in several markets. Sales of the albums — which af 
promoted to educators — are booming. 

In the network audience race, CBS is in better-than-ever Nielsen position at night. 

As its season-to-date average (from the first of Nielsen's October reports tftrcmgl 
the second report for November), CBS has been pulliug down a 19,5 AA. This 1 
about three points better than the lead CBS had over NBC a year ago, and is .CBB 
siderably ahead of ABC. 

What is doing the audience-attracting job for CBS is its roster of top nighttiian 
tv shows. Only Bonanza, on NBC, is a top-ten Nielsen show to date which is not sefii 
on CBS. Highest-rated ABC show, interestingly, is in 15th place in the sea&on-tfNdgtt 
figures. Is it Ben Casey? My Three Sons? The Flintstones? No, it's Bffiniii /feeiL 

ABE TV has its own favorite Nielsen "top ten" to push, based on age of viewers, 

Boxed out of the big AA numbers by CBS, ABC is putting stress on Nielsen bielM 
outs "where the head of the house is an adult under 40." 

In this specialized category, ABC has six shows in the top Nielsen ranks in tin 
current season (Donna Reed, Flintstones^ Combat, My Three Sons* Outer Limits iffi 
Well ale's Navy). The same shows also pop up (although not with the same rankings, 
in a top ten based on "households with incomes of . . 6,000-plus and children*" 

It's long been an ABC contention that the basic Nielsen sample favors shw% 
appealing to an older audience, including many of the shows on CBS. 




RCA Transistorized Consolette 

for Dual-Channel AM/TV and FM Stereo 



Take a good look at this smart new model. 
Here's that "custom" appearance to satisfy 
the proudest management; "custom" quality 
and flexibility to please the most discrimi- 
nating engineers . . .all in a production-model! 

CUSTOM STYLING-Striking new lines in 
blue and silver bring a color accent to con- 
trol rooms. Color-coded operating controls 
arc engineered to avoid errors. Only 39" long, 
it is compact and self-contained ... to satisfy 
new or existing arrangements. 

CUSTOM QUALITY-The BC-7A is fully 
transistorized for long-term reliability. All 
amplifiers have input and output trans- 
formers. .. precise impedance matching for 
both program and monitoring circuits. You 
get quality stereo monitoring ( 10 watts out- 



put ) , quality gain controls, quality leaf-t} pe 
key switches on all program circuits 

CUSTOM FLEXIBILITY-You ha\e inter 
changeable plug-in modules .. .preamplifiers, 
isolation/balancing units, program ampli- 
fiers, monitoring amplifiers, cue amplifier 
and power suppl)— all in one self-contained 
unit. You get three-mode operation . selec- 
tor switch to instantaneously convert from 
dual channel, parallel or stereo operation 

We can't name them all here, but we believe 
you will agree that this is the kind of custom- 
ized stvling, qualit), and flexibilit) you want 
Let your Broadcast Representati\e show you 
all the features that make this consolette \our 
best buy. Or write RCA, Broadcast and Tele- 
vision Equipment, Bldg. 15-5. Camden, N J 
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THE MOST TRUSTED NAME IN ELECTRONICS 



H it\ Qui If m if rt [jnged tt*p 
Us* ittenuat n »*t « n ut<to 
nd < Oji ttep-t>9« «h«n n (Jul 
Ciin« U \t 
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WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 



Willi 



RATES are rates the 
world over, and ours 
are competitive 
($22.50 for 3 nega- 
tives) 

BUT QUALITY 

is something else 
again .... ours is 
superlative. 

And SERVICE 

is still another mat- 
ter ... . ours is un- 
beatable! 



BAKALARC0SM0 
PHOTOGRAPHERS 

111 W. 56th St., N YC. 19 
212 CI 6-3476 




CALENDAR 



The when and where 
af coming events 
23 December 19G3 



DECEMBER 

Royal Film Archive of Belgium, 3rd 
international experimental film 
competition, Knokke-Le Zoute, 
Belgium (26-2 January) 

American Marketing Assn., winter 
conference on the development 
of more precise marketing tools, 
Somerset Hotel, Boston (27-28) 

Pepper Sound Studios, annual sales 
meeting, Memphis (27-30) 

JANUARY 

National Retail Merchants Assn., 
53rd annual convention on "The 
Challenge of National Growth," 
Statler Hilton Hotel, N. Y. (6-9) 

International Radio and Television 
Society, first newsmaker of the 
year (8); first of a series of seven 
production workshops, Waldorf- 
Astoria, New York (9) 

National Academy of Television 
Arts and Sciences, dinner and 
show for the New York chapter, 
Americana Hotel, New York (17) 

Milwaukee Advertising and Graphic 
Arts Groups, Ben Franklin Ban- 
quet (16); 6th annual graphic arts 
workshop (18); Special workshop 
sponsored by the Sales Promo- 
tion Executives Assn. (4 Febru- 
ary); Exhibit and Awards Night 
(15); Silver Award Banquet spon- 
sored by the Milwaukee Advertis- 
ing Club and the Advertising 
Women of Milwaukee (27), Coach 
House Motor Inn, Milwaukee 

Georgia Assn. of Broadcasters, 19th 
annual Georgia Radio-TV Insti- 
tute "day-long debate" with FCC, 
University of Georgia (21-22) 

National Religious Broadcasters, 
convention, Mayflower Hotel, 
Washington, D. C. (21-23) 

Advertising Assn. of the West, mid- 
winter convention, Bakersficld, 
Cal. (24-26) 

American Women in Radio and 
Television, board meeting, Hil- 
ton 1 lotel. New York (2 1-26) 



South Carolina Broadcasters Assn., 
17th annual convention, Jack Taj 
Poinsett Hotel, Greenville, S, C 
(31-1 Feb.) 

FEBRUARY 



Electronic Sales-Marketing Assrt 
2nd annual electronic marketM| 
conference, Barbizon Plaza Hotel, 
New York (3-5) 

Advertising Federation of Amerfi& 
mid-winter conference, Statler: 
Hilton Hotel, Washington, D. 1 
(4-5) 

International Radio and Television 
Society, newsmaker luncheon 
with NAB president LeRoy Col- 
lins, Waldorf Astoria, N. Y. ( 5) 

Michigan Assn. of Broadcasters, an- 
nual legislative dinner and, mid- 
winter convention. Jack Tar 
Hotel, Lansing, Michigan (5-6) 

Minnesota Associated Press Broad- 
casters Assn., meeting, Minne 
apolis (6) 

Mutual Advertising Agency Net 
work, annual meeting, 
Palms Inn, Phoenix (20-22) 

Directors Guild of America, annua! 
awards dinner, Beverly Hiltoe 
Hotel, Hollywood; Waldorf As- 
toria Hotel, New York (22) 

International Broadcasting Awards 
for 1963, banquet presentation 
for best commercials on radif 
and television, Hollywood Pal- 
ladium, Hollywood (25) 

Southwest Council of the American 
Assn. of Advertising Agcneifi, 
annual meeting, Mengcr Hotel 
San Antonio (27-28) 

MARCH 

1964 Variety Merchandise Fair, at 
the New York Trade Show Build- 
ing, New York (8-12) 

Electronic Industries Assn., three- 
da)' Spring conference* Stark 
Hilton Hotel, Washington, D. 
(9-11) 
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COMMERCIAL 
CRITIQUE 



Trends, techniques, new 
•>t> les in rntlio/t v 
toiiiinrrcinls are evaluated 
hv indtistrv lenders 



POTPOURRI FOR '63 



Mry (tnmmimit on $f$wvim tv pra/tvt.s 
at Gardner Idi crtising. >f. Louis 

hi'mhs ok lion: from the tv ktxikie 

the voice in !V*tty ("rocker .series 
on foreign-dish mixes. Video gets 
"A" for appetite-whetting. Copy 
smacks good. Background voices 
add atmosphere, hut subtle impact 
lactor is that voice. Hard to de- 
scribe. Hard to forget. A sharp, al- 
most forgotten tv tool is ;i distinctive 
yet not distracting voice ... a voice 
that fits the subject. This one does. 
Hope. 

The idea, even in some strong 
Impact commercials, isn't always 
verbalized. Boosts remembrance 
when it is. Good examples: W'isk 
Outs its strength where the dirt is. 
Glass Wax gobbles up dirt. Set to 
go in ice and snow with IV est one's 
De-icer. Thin us go better with 
Coke. (Don't underestimate the sock 
of that Coca-Cola inflection.) Worth 
rioting: Each of above incorporates 
brand name. 

The water is still with ns. Models 
all but walk on it to sell eigss, beer, 
tooth paste, what not. Confucius 
say: Faraway beach velly fine place 




4 l*k\ 

HLV AD\M> joined Gardner as 
copyuriler 1931. tipped to i .p. |0 1 1. 
made a hoard mcniher and crraiii «• 
director 19 lh. Inter sen rd as ti 
crealii e director. >he it a regular 
Critique contributor. 



participate in tv production. Adams 
say: No so good when situation and 
location contrived rather than pur- 
poseful. 

The rain is all wet when it drives 
cigarette smokers into bandy shel- 
ter, when cook-outers are forced In 
sudden shower to have their beer 
indoors. I lope: There arc those who 
apply "the useful trouble of rain" 
to good purpose. F'rinstance. Breck- 
Set. Girl who's used it walks in rain 
to mail-box. Natural demonstration 
of products claim, and oh, so simple. 
Credit Y 6c B team: Kloise Francis, 
writer; Lee Seller/., art director; 
John McShane, agency producer. 
Another f'rinstance: Xestle's Quick 
premium offer of Poncho Bain Cov- 
ers. Boy, girl, puppet in Ponchos in 
rain tell of offer. Finale: rain stops, 
sun comes out, puppet explains: 
"When you mention Xestle's Quick, 
the sun shines." Agency, McCann- 
Frickson, Inc. Writer-producer Pa- 
tricia Grossman; art director Harry 
Samalot. WCD Prod, with Tom 
Dunphy directing. 

The gimmick lingers. The nou- 
weary hidden camera — candid con- 
sumer comments followed not un- 
expectedly by giggles, comes the 
revelation. Also, sans camera, can- 
did comments re headaches, deter- 
gents, diaper rash. And. of all 
things, deep male voice seeming to 
come from female lips. Peggy crows 
about new detergent freshening her 
whites. Them as know say this 
queer gimmick series rates "some- 
what higher" than average for de- 
tergents. I lope: awareness that a 
gimmick can never he looked upon 
as a milestone in tv commercial 
progress. 

The bigger-than-life slice of cake, 
each tender crumb hit* as a ball of 
bubble gum. The giant eve which 
blinks a giant tear, prelude to re- 
minder (for monsters.-') that there's a 
cure for headaches. The sereen-si/e 
lips that tell of an oral antiseptic. 
I lope: Fa th takes a giant step to- 



ward uncluttermg V i e.ison il >h- 
retreat could bring tin m hat k to 
life si/e, still retaining simplicity 

"Our life is frittered away by de- 
tail. Simplih . siuiphh ." So w rote 
Thore.tn before the < hitter and (.Lit 
ter ol t\ Fxample of great simplici- 
ty with precision-aimed sell is 
DDK's >()-sec . masterpiece for Lord 
Buxton Organizer. Man thumbs 
through ()rgani/er, thinks his own 
thoughts, lets ns in on them De- 
cision. Begistcr rings up $5.95 sale 
Posies to John Capsis, produce r. 
Ben Spiegal, art director, Mary Fl 
len Flynn, eopyw riter 

The discontent of creative teams 
is our big hope. The hope that this 
discontent will finally become vocal 
enough to end the purposeless, the 
contrived, the gimmick posing as an 
idea, the confusing c lutter and clat- 
ter. Come Dancer, come Pram er! 
And Cod bless von. even one! ■ 






I (Mill lit \TO\ n|{l, \\|/.r I! commer- 
cial rank\ /mini Irom ^/i « « idnm*. It'* 
simple, clear, clean anil (/<■«" mm <\ 
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i oiupuu i .11 ( 54011114 to [>1<>\ 
gieat boon to i he bro.uh aster 
1 mis his si.it ion on .1 (pialitv ba« 
1 1 is li.ndh net css.ir\ 10 <|u 
tlx words o! I 1) R in 1933. Im 
is .mi 1/1114 to encounter so in 
people, so hu kilv in the woi 
"ir.itcsi medium, who think 
st.H 11s will always be epio. II 
Ii.kI been the case, there w 
have been no television at all 
uv would still li\e in the (la 
radio on 1\ . If research has t< 
strov ns, it is a man (dons w 
J40 because toda\ our medn 
the — I national advertising 
tun and newspapers have obv 
snllei ed because ol lack ol s 
1ese.1i ( h. I he radio people a. 
J4 i 1 1 1 1 i 1 1 14 to reali/e that this 
been one ol theii major drawl 
also. 

1 hope that through unir ; 
elloi I s von ( an entourage 1 
broadcasters t<r look at the posi 
live aspects ol the Inline and real- 
i/e that with true cooperation with 
agent it's we will get further nidi 



WHICH IS 
THE BEST-CLIPPED 

TRADE PAPER 
IN THE BUSINESS 
OF BUYING TIME? 



destroy. 

The experts even made the mis- 
take of saying television was put- 
tine ratlin. 




vlinow. made his stars, 
proved liis "public scrv- 
ifkations had been mis- 
public confident e mis- 
lcsigning after only two 
se v en y ea r nppointm cut. 
the former chairman 
t have been appointed to 
in the first place. If 1|| 
■rrtvr, lie had been ap- 
e should have become a 
nly. Then, in his fira 
v, if he studied amj 

just may have 
ler during 
en years, 
re we are , 
ther brigb 
ontl bo s\ 
an Newton 
d months, 
t t on front ed 

!e of tlif 
froadcasting, 
out of years m 
effort, have been 
the bright young 
rh seat of author ttl 






"It gets thoroughly read and routed 
every week! Frequently 'clipped.' " 

Harold J. Beeby, Adv. Mgr. 

Miles Laboratories. Inc.. Elkhart 

"I often clip articles Uitd send thein 
along to clients — since von uncover 
things we'd never know." 

John Morgan, Pres. 

John D. Morgan. Inc.. OiB'«mk> 

"Scarcely an issue I don't clip two or 
three items of interest not only to my- 
self but others in the office" 

Dale G. Cash). \T 

BBIX). Buffalo 
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Admen are lukewarm 
on joining K&E 

Policy of buying time on only NAB Code - subscribing 
(or adhering) stations strikes many agencies as being 
gallant but very impractical. Others fear 'collusion' 



Goon com mkik i \i. r»n vci icix with- 
in or without tin* VAB Code, are 
hocutiiiiiix increasingly important to 
tin' buyers of radio anil television 
station time, so claim tin* nation's 
top auencies. 

Vet ilespite enilorseineiit of com- 
mercial limitations by stations, the 
major broadcast agencies aren't 
willinu; to get behind an industry - 
wide boycott anainst those w ho ex- 
ceed the limits or won't join the 
Code. And here the reasons i»i\en 
\ ary \\ ideb . 

For one, main sa\ the) don't 
want to proclaim Code endorsement 
publicly because of possible sjih • 
eminent anti-trnst action One 
agency e\ecnti\ e puts it this w a\ : 
"We're in an impossible situation. 
II we support the Kein on & Kck- 
hardt idea ( to bin onl\ Code sta- 
tions), we could be accused ol 
collusion. If we don t speak out. 



we ll be aiinsed of bciiul irrespon- 
sible and having no morals or con- 
science." 

\ AH president LeHo\ Collins 
({iiestions this. " Vgencies can and 
should proceed to enforce the C<xlc 
In bining Code-siibserihhm sta- 
tions. We have been askiim this for 
a louu time. I see no problem alonu 
the auti-trust lines if the .meneies 
work indh ithialK to support Code 
stations. ( )nl\ it a larue ineetiuu 
w ere orvlani/ed tor joint action 
could there be difficulties " 

\hnost e\ er\ an« nc\ contacted 
has discussed the possibility, main 
recently In addition to anti-trust 
possibilities, other reasons i itetl 
w ere: 

► Subscription to tlu \ \H ( '<>(/(• 
is 110/ all that signify tint Mthou^h 
d\ a rule, tin i/ In licit' stations u hit l\ 
suhscriln to tlu ( talc tin mon r« 
\ptn\sihh . 1 xt e/j/fom tin in t/ui i\t 



mum 1?S uiumiuk 1 *»6S 
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► Many iccll-imi r< sponsible sta- 
tions arc not Code subscribers. 

XAB Codes need tightening, ore 
too loose on commercialization, es- 
pecially in radio, anil therefore, 
Code subscription doesn't tell them 
enomih about stations' policies. 
( The XAB limits the number oj 
radio commercials to 24 per hour). 

y Real responsibility of checking 
commercial standards rests with the 
agency, not with the XAB Code. 

►// is all well, and fine, and gal- 
lant to set honorable restrictions on 
buying, but for themselves, the idea 
is an practical. When the time comes 



to make buys, the best availability 
counts uppermost, Code or no Code. 

Commercial standards have come 
to the fore anew in recent months. 
Former FCC chairman Newton 
Minow proposed the FCC adopt the 
NAB Code for its own rules. The 
NAB opposed this. Then a bill was 
introduced into Congress to bar 
the FCC from establishing time lim- 
its. While the FCC staged hearings 
on the Minow proposal a week ago, 
the bill has been moving ahead in 
the legislative branch. 

In the meantime, Kenyon & Eek- 
hardt announced it was buving time 




A formal plea from NAB, 1961 . . . 

"We need more cooperation — not just among broadcasters 
and among advertisers, but 'between' broadcasters 'and' 
advertisers . . . 

"As you know, XAB has been devoting increasing attention 
to its own Codes. Some spendid results have been achieved . . . 

"We need and anxiously seek your help (the agencies' help) 
in these efforts. These Codes, like your own efforts of self- 
discipline, represent the best possible insurance for the eon- 
tinned advancement of broadcasting as the icorld's most 
effective medium for advertising . . . 

"I urge yon to recommend the placement of your adver- 
tisements with stations subscribing to the Code . . . 

"The fact that broadcasting is a mass medium does not 
warrant loirering of our sights . . . as a mass-communication 
medium we have a massive responsibility to reach for higher 
goals. — Li Roy Collins, President 
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on only those stations, who wei 
Code subscribers. K&E offered the 
help to any of like minds, but littl 
has come in the way of suppo 
from other agencies. 

Willie NAB opposed the goven 
ment getting into the act, it has t» 
been against the idea of agenei' 
supporting the Code itself. As lor? 
ago as April 1961, Governor Collin 
in an address to the 4A, urged tl 
placing of commercials on Cod* 
subscribing stations. 

Here is what individual agenei m l 
say: 

• Benton & Bowles "I'm eiot , r _ 
cerned about the legal aspeelp 
says Bern Kanner, v.p. director 
media. If the government gives a 
o.k. for agencies to act tog' 
without fear of legal infringcmgfn 
however, Kanner mentioned tfc 
agency might speak up. 

"We will not buy triple-spofcte 
positions or buy into positiw 
where the station exeeeds the a$ 
eepted number of commercials p. 
half-hour. We have the statioi 
monitored by BAR. If we find w 
requirements are not followed m\ 
ask for reruns or our money 
We have been doing this for year 

"I hope the K&E policy will spi 
other stations into subscribing f 
the Code. If they don't regulat 
themselves the government may d 
it for them," says Kanner. 

• J. Walter Thompson "We tr\fj 
buy the best stations," says Bl 
Hylan, sr. v.p. in charge of brOtS 
casting. Hylan says the media per 
pie are aware of what stations sni 
scribe to the Code. However, man 
good stations do not belong, not !< 
cause they are irresponsible, but b< 
cause they are not joiners, do m 
want to spend the money, or som 
other reason. 

• Lennen &: Newell Herb Zeltne 
media director, reports his agefi* 
is sympathetic but he also feels tl 
problem is application. Identlfite 
tion with the cause, Zcltiler fee*! 
would subject the agency to chargjpj 
of collusion. 

• L&N also subscribes to BAH i 
check stations. "It is the schedulta 
during the time periods we want t 
buy that we are interested in," a 
says. Stations such as WQXR h 
considers as having high standard 
even though they do not subserrb 
to the Code. 
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j • Koule, Qmm lr Hddiug "Ad- 
mitted l\ uc do buy m.iny 11011- 
"ode - subscribing st.it ions," sa\s 
'Yank Cromer, agency nu'dia di- 
■ttor, "but we do tend to f.ivor the 
nbsrribcrs even though uv have 
u> iron-clad rulr. VVV have dis- 
nsscd intt'i'ii.il l\* tbc merits ol buy- 
ing ('ode subscribers. 

I "I think the Ke<K t liinu is a desir- 
able beginning, but in my opinion 
lie Code allows for a pretty loose 
operation in terms of number of 
senuuercials allowed on one sta- 
ion. In my opinion one can over- 
oininereiali/e and still be within 
he Code," Cromer notes. 

' • McCann-Krickson The agency 
ias discussed the relative weight 
hat should be given to buying on 
Btwlo-suhserihiug stations but no 
lirectiv e has been sent to buyers on 
lie subject yet, a spokesman says. 
It is a good idea, but we realize in 
Kuiy cases we'd have to make an 
ilferior buy. There is a lot of inertia 

II this business, 1 know, but the 
■ act is we have a great deal to do 
Mind don't have time to go out and 

nisade. In the field of radio the 
hommereial restrictions don't mean 
nuch anyway. They allow for a 
'Cry liberal dose of commercial 
ime." 

• BBDO "The K&E policy is very 
Lirtuous and everybody applauds 
he agency for it. but I don't think 
hings are that cut and dried in the 

real world," Mike Donovan, v. p. and 
nodia manager, said "Kvery agency 
pas a responsibility to set up its own 
i»et of principles and order within 
pose principles. If all other things 
ice equal, we'll take the NAB sta- 
|0n, but I m not prepared to say we 
.nil support K&K's idea. We'll just 
■it back and applaud." 

• Young and Hubicam A media 
executive says the agency does not 
■Willi t to boycott any station. "It 
ktuddn't make practical sense. This 
§ soiuething you have to evaluate 
ho your own. The use of a boycott 
Kfi't going to accomplish anything.'' 

• C'ompton "I don't think a firm 
prtlicy boycotting non-Code snb- 
>cribers is necessary." Frank Kemp, 
[iXcdia director, reports. "It could be 

hilt stations are responsible even 
houtlh they are not subserous to 
he Code. On the other hand all 
pAB Code-subscribinu stations are 
lot that ix'rfect either. You can't 
rse Code subscription as an excuse 

masm 23 muMuiK ims 



for not eXiirTiiuiiu; the stations your- 
self." 

• X. \V. Aver "At this point we'd 
like to see inure teeth in the Code, 
then we'll think more about how it 
should iiillnenee our decisions. " 
comments Ccorge S. Burrows, 
media director. We haven't let the 
KiScK decision affect any of our 
policies. Just because stations sub- 
scribe to the Code it doesn't mean 
they follow it. 

• Campbrll-Kss aid The agency 
has talked at great length on the 
subject, according to Carl Ceorgi, 
Jr., v.p. and media director. "Most 



of our clients being autoiu >bih pen 
pie they buy mosth in tuork t\ and 
radio. In radio we n.ituralh w nit 
drive-time and we have to take the 
best we can get whether it's \'\B 
or not. Our buyers an- aware of tin- 
Code subscribers, however, and 
w hen cv (TV thing rise is equal thev 
usually come out on top, while tin- 
violators conic out down tin 1 list 

• Dancer - Fitzgerald - Sample 
"We've been thinking alxmt KexK's 
idea but we naturalK have worries 
about anti-trust suits." an ageiicv 
executive notes. "We have to lw 
careful not to play favorites It isn't 




. . . formal response from K&E, 1963 

"Quite simply, our policy is //us Wlicrcvcr practical, and 
where u e can secure the tipproval of our clients, ire u ill con- 
fine our television and radio spot purcluiscs to stations u liu h 
subscribe to the SAB Code or to an ctpiaalcnt code. Or to 
stations which can show us' that they < nforcc (quit ah nt ruh s 
without actually subscribing to a formal code. 

"W'c decided to v,o ahead after careful analysis of all exist inc 
codes in the broadcast industry and after studying cod< opera- 
tions in the /op 30 tv markets and the /(»/> 2~> radio markets . . 

"My first call is to every responsible ad\ < rtt.sin'J, <i_> ncy in 
our field. I ur_v r</<7i of them to take a lon-j, and \crious look 
at the Kt-E policy and then to take action on their on n 

"I want to say that KirE offers to assist any udi i rtisynj. 
agency that comes to us with a sincere uitcrt st in our policn 
We will help them in any xcay we can 

Su Mil w Do r/.. Ex< cntn r \ « ( Fn suit ut 




quite as simple as it sounds, al- 
though the principle is good, and it 
would make everyone's job more 
simple. Stations may all say they 
abide In the Code whether they're 
members or not. You'd have to 
monitor them all constantly to be 
sure, and then if you found a cir- 
cumstance where the station didn't 
abide and you stopped buying time 
the station could challenge you for 
taking an isolated situation." 

Another media man, from a top 
15 agency, feels the support of Code 
subscribing stations is a good idea if 
it gets support from enough agen- 
cies. But I don't feel this will arouse 
any more active interest than agency 
appeals on product protection. I 
really don't think it will go far. Few- 
people are going to go in and pass 
up a good availability just because 
the station is not a Code subscriber. 
The competition is too strong, es- 
pecially in tv. 

"There is also the anti-trust prob- 
lem. Look at the fix Y&R got into a 
couple of years ago on a barter deal. 
They agreed on taking united ac- 
tion and had a lawsuit on their 
hands," he added. 

The agency spokesman also re- 
ferred to the Procter 6: Gamble 
policy a short while back. P&G said 
they would not buy into stations 
that triple-spotted. On the other 
hand they told the agency not to 
pass up an excellent avails because 
of die policy. "Yon either have a 
policy or you don't, "spokesman said. 

STATION RESPONSE 

Steve Diet/.. K&E executive v. p. 
and primary spokesman on the 
agency's new policy, says he has 
heard from "a number of" radio and 
tv stations that not only show inter- 
est in joining the Code subscription 
list but "say they will subscribe." 
He did not ieel he could release 
the names, how ever. 

The XAB Code Authority savs it 
has not seen am unusual interest in 
subscription from either t\ or radio 
stations. liven ii it had it would be 
difficult to relate such aetiv it\ to re- 
cent agency discussions on the re- 
lative merits of buying onh Code 
stations. The \ \H does not know 
win stations want to join or not 
join. What the\ do know well is 
th.it a ureat main stations haven't. 
\t present, a little more than two- 
1 1 1 1 1 1 1 v of ,il (\ stations are ('ode 



subscribers; fewer than 40% or ra- 
dio stations belong. 

"I do think the K&E policy is 
creating interest among radio sta- 
tions but I have not seen any notice- 
able reaction here," Charles StOne, 
manager for radio, NAB Code Au- 
thority. "Radio Code subscription 
has had a fairly steady rate of in- 
crease -over the past two years, 
about 13 to ]4 c Fr each year," he 
says. 

According to Ed Bronson, man- 
ager for tv, NAB Code Authority, 
five new tv stations applied for sub- 
scription last month, but the Code 
office cannot attribute any of them 
to changing agency policies, "Sev- 
eral stations have expressed interest 
in the K&E policy," says Bronson. 
"but I believe they were alreadv 
subscribers." 

Perhaps the only station to admit 
publicly it has made official changes 
in light of the K&E policv is 
WMCA. 

A recent letter from Stephen B. 
Labunski, v.p. and general manager 
of WMCA, to K&E stated that the 
station was reducing its total adver- 
tising time and the number of com- 
mercial units per hour, even though 
the station's regulations were al- 
ready under the maximum require- 
ments set by the NAB Code Au- 
thority. WMCA's reduction involves 
an average decrease of two to three 
units per hour from its former pol- 
icy, Labunski estimated. 

"The K&E letter (asking what the 
station's policies were) prompted 
ns to write and make explicit what 
we had recently arrived at and al- 
ready promulgated." according to 
Labunski. 

Even if other agencies jump on 
the bandwagon station response 
may be slow, says one industry man 
Those stations who do not wish to 
adopt the standards set by the XAB 
cannot be forced to. Thus, the sta- 
tions with honorable intentions that 
do subscribe to the Code are pen- 
alized by not having as much com- 
mercial time available as the non- 
subscribers. 

THE AGENCY SPARK 

\s stated previously. Governor 
Collins, and others, have been pro- 
moting more consideration ol 
Code-subscribing stations bv adver- 
tisers lor some time. Yet it was not 
an \meriean adman that spurred 



Steve Dietz at K&E to conceive thj 
new policy. 

The idea took shape when Diet? 
heard a Britjsb advertiser describe 
what had been done in England ori 
behalf of self-regulation. "So natufrl 
ally I began wondering what could 
be done in the U.S. under am 
ground rules," says Dietz. In addi- 
tion, impending government actio© 
on over-commercialization provid?i 
ed a major motivation to act. (Fed- 
eral Communications Commission 
Chairman E. William Henry rm 
cently told the International Radic 
and Television Society that sorni 
solution to the problem of ov©fr 
commercialization is needed, and ij: 
broadcasters don't seek and fine 
their own, they very likely will dls? 
cover the government, throng! 1 
FCC, getting into the act.) 

And so Dietz went to work get- 
ting the machinery started. Af ter a 
meeting of the K&E media polios 
committee in May, of which Dietz 
is chairman, projects were put intr 
operation. Representatives wen 
queried regarding their stations' ad- 
herence to the Codes. Stations and 
groups that didn't subscribe were 
asked why. In some cases their own 
codes were considered adequate. J 
study was made of tv stations in 
the top 50 markets and radio st» f 
Hons in the top 25 markets, as rack- 
ed by K&E. 

In October a proposal to boycott 
stations not adhering to the NAE 
Code was passed by the cxecutlfy 
committee. Last month and tlfiJ 
month K&E clients, which spend 
about $40 million in broadcast 
media annually, are being contact- 
ed. These include Beccham, Me-ftl 
Johnson, R. T. French, Internationa 
Latex Isodine Division. Nation^ 1 
Biscuit cereals and dog food dM- 
sions, Pabst Brewing. Whirlpool 
Quaker State Refining, Ford StoMM 
Co., and Lincoln-Mercury. 

Diet/, made a formal statement 
to admen in other agencies late |r I 
November urging them to "take f I 
long and serious look at the K-kSM 
policy and then to take action d I 
their own" ( see box for more e\ I 
cerpts on his appeal). 

If other agencies and advcrtisjfl&iM 
take a similar action it is quite prw-B 
sible that the self-regulation forwsnH 
will be given enough strength to 4M 
the enforcement job without an>J 
help from the FCC. a 
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Advertisers and agencies see just how far they can go 
without actually violating NAB Code, often rely on 
broad interpretation of taste. NAB hands are tied 



Wh.K"i m:n it's a college student 
who has figured out how to get 
Cokes out of the Coke machine 
without using a dime, or an execu- 
tive who is revising his tax structure 
to take advantage of a newly dis- 
envered loophole, or a housewife 
who has deeidod to stretch a meat- 
loaf hy adding hread ennnbs. the 
process is the same: a built-in part 
of the American Way of Life is the 
challenge to "beat the system*' 
somehow. 

This is just as true in t\ advertis- 
ing as anywhere else. 

There's hardly a major advertiser 
and agency unfamiliar with the 
principal codes governing what you 
can or can't do in tv commercials. 

but there's hardk an adman on 
the tv firing line who hasn't e\ ed 
the codes — XAB. network, station- 
group or whatever — and looked for 
a loophole, or who has wondered 
just how far he could go, and get 
away w ith it. 

Since such a practice is the ad- 
vertising second-cousin to the tech- 
niqne of "Cainesmansliip" (a pas- 
time invented hv Britain's Stephen 
Fetter, and which involves winning 



names without actuallv cheating 1 , 
it might w ell be called "Brinkman- 
ship." 

Brinkmanship represents a prob- 
lem in tv, both for its general pop- 
ularity among adv ertiscrs and ftn 
the possible consequences which 
might arise from it. 




It is difficult loi the XAB or 
netw ork standards d< p.u tin< nt>. or 
nn\ one, t<> t.ukle Brinkmanship. \s 
far as individual seguu nts go. a 
eoiiunereial might be acceptable h\ 
Code standards, but as an tm rail 



ADVERTISERS 

idea it could he objectionable. "We 
arc often accused of splitting hairs/* 
says an \ \ B spokesman. On the 
other hand, the N A II feels it must 
do something ahout the infringe- 
ments or the puhlie just won't be- 
lieve in or listen to commercials. 

Stockton ilelffrich, head of NAB's 
New York Code office, believes that 
many complaints by viewers about 
"the length" or "loud sound" of com- 
mercials are really an outgrowth of 
a basic disbelief in advertising on 
tv. Viewers feel a distasteful ele- 
ment, but do not know how to ex- 
press themselves — so they voice 
their smaller irritations. 

Who is guilty? Too many adver- 
tisers, and agencies alike. "It is in- 
conceivable that advertisers and 
agencies don't know they are tread- 
ing on thin ice," says one industry 
man. 

Different product categories are 
often guilty of a particular type of 
"crime." Tov commercials on tv for 
awhile, back in 1961, were rampant 
with misleading claims, although 
the field .has reportedly been clean- 
ed up now. The Code Authority re- 
cently approved over 100 toy com- 
mercials for the Christmas holidays. 

Last year it was personal prod- 
ucts for women, of ten violating 
good taste standards. Other prod- 
uct categories with problems: tooth- 
paste, cosmetics, foods, medicine. 




The Federal Trade Commission 
has said "The problem of deceptive 
television advertising, although re- 
cent in origin, is making its appear- 
ance on the Commission's docket 
with increasing frequency." 

Hut the greatest concern is the 
even larger number of commercials 
that arc not challenged by the FTC 
or disappr \ed of by the NAB sim- 
p!v beeatis • they are on the so- 



called brink but not quite over it. 

sponsor did some delving into the 
different areas of Brinkmanship and 
came up with the following: 

MEN IN WHITE 

Early this year the NAB's Television 
Board of Directors, acting on the 
recommendations of the TV Code 
Review Board, drastically tightened 
provisions of the Code against the 
use of doctors, or "men in white" in 
commercials. 

The new Code amendment, effec- 
tive since July, prohibits the use in 
all tv commercials of physicians, 
dentists, nurses and other practi- 
tioners of the healing arts, as well 
as actors who portray them in any 
connection with medicine. Yet Bayer 
Aspirin, for one, attempted to use 
a cardboard model of Dr. Kildare 
in a commercial not long ago. The 
idea was turned down by the NBC 
talent department so the question 
did not have to be discussed in 
terms of standards. 

The "men in white" problem 
came to the foreground about two 
years ago. Sam Jaffe was one of the 
first to get involved. Dressed in a 
doctor's garb, Jaffe did a public 
service announcement for the Kid- 
ney Foundation. Network standards 
reactions were mixed. Today such 
use of a "tv doctor" would be re- 
jected. However, Richard Chamber- 
lain was used not too long ago to 
make an appeal on tv for the Multi- 
ple Sclerosis Society, without prob- 
lems. The difference was that he 
was not dressed in white or identi- 
fied as Dr. Kildare. 

NAB's Ilelffrich believes that the 
use of "tv doctors" to plug non- 
medical products, such as toys, is 
all right. Dr. Kildare recent lv intro- 
duced a stethoscope on tv which 
was clearly identified as a toy. A "tv 
doctor" could also support a car, for 
example, says Ilelffrich. In such a 
case he would be used merely as a 
status symbol, not as an implied 
medical endorsement for a product 
involving health considerations. 

ALCOHOLIC BEVERAGES 

The NAB Code provides that the 
advertising of beer and wine on tv 
is acceptable onlv when presented 
in the best of good taste and subject 
to existing laws. 

However, a problem has come up 




several times of advertisers subt 
suggesting the liquor interests, 
their companies as well as 
pertaining to wine and beer. Stt 
a fine distinction was brought 
in relation to Schenley. Not tod lai 
ago Schenley advertised wine da 
and at the very end of the conai 
cial showed the logo with orj 
something like "another fine m 
duct of Schenley." The last thouf 
lingering in the viewer's mind wo 
probably be Schenley liqupr 

There are a few cases, 
Dubonnet, where a trade name 1 
wine is registered as a permitt 
There are other cases where t 
permittee is a distributor net 
volved in distilling (Renfield I 
porters for Martini & Rossi). The 
are several other instances, such 
Cinzano (National Distillers Prod 
cers Co.), where the permittee; ftj 
company directly invok ed with t 
distilling of hard liquor. 

An executive at Norman I 
& Kummel, agency for Scheuli 
Dubonnet wine, says: "We trie 
get away with it but couldn't 
cause the company's whisky is a 
called Shenley. Commercials n^ 
list Dubonnet Co. as the permit te 

A problem arises because N- ! 
prohibits any gratuitous referp 
to, or identification with liquor,, 
though at the same time the | 
eminent demands it under cert? 
circumstances. 

Section 62 of Regulation 5fe, 
of the U.S. Treasury Departure 
issued under the provisions of t 
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Irdcrul Alcohol Administration \i t. 
Bled "Mandatory Statements," re- 
HbrrOs that wine advertisements 
Hate the name and address of the 
HaTiuittee who is rosponsihle for the 
■"Oadeast. (A "permittee" is any 
H-rson holding a lr.isie permit under 
I NAB takes the position that in all 
Bses the mandatory .statement 
■usually in the form of a closing 
lief viileo super) must he aeeepted 
lr television. The decision was 
l$crf on the fact that such an an- 
■ unecinent is for identification, not 
Hvcrtising. No commercial in this 
Hodnct category would be cou- 
Htered acceptable if a special at- 
Inpt was made to draw attention 
I the company. Yet the difference 
■tween exploitation of a name and 
ft ntifi cation is often a matter of 
■krprrtation. 

EDICINES 

Ethics and taste in advertising 
■iieinc are of primary concern, 
is a dangerous area and one in 
Itch the public is easily misled. 
Knacin has been in the news a 
ig time, challenged for the copy 




rase "like a doctor's prescription; 
t is, a combination of ingredi- 
i." Bayer Aspirin has also been 
Jcr observation and np for hear- 
s at the FTC. 

Psrnong the concerns nowadays 
arthritis and rheumatism claims 
tch sometimes enter into the gray 
as of Brinkmanship. 
Vs yet all the causes of arthritis 
|1 rheumatism are unknown and 
re are no complete cures for all 
es. Vet several medical products 
b implied they could provide 
pfidorable treatment. The audio 
1 visual message on tv must state 
t the product can only pros ide 
Vporary relief of minor aches and 
i'n*. Advertisers have been asked 



to avoid am implication th.it the 
pruduet does more th.oi relieve 
minor aches and p.mis. This rcstrie- 
tiou could include the n\c (it sue h 
terms «is "iignni/im*," "ten tore," ,uid 
before and alter comparisons dc- 
inonstr.it iu<4 a dram. itie marked nn 
pn rennet it of joint movement. 

The I'TC's Si«jiiril Anderson be- 
lieves that countless crimes are eom- 
i in" 1 1 oc 1 by advertisers "in the name 
of health and healing." 

MORALS 

The problem of "showiin* too mm h" 
or using the buman body in a dis- 
tasteful way can very easily arise 
when advertisers want to displav 
products like foundation garments, 
soaps, oils, and deodorants. 

Some advertisers have tried to 
show women coming out of the 
bathtub, in the shower etc. Others 
have made dummies of nude wom- 
en which were so lifelike as to be 
offensive anyway. An N'A B spokes- 
man says that many a commercial 
has had to be edited heavily for 
such reasons. To avoid run-ins and 
maintain good taste main - adver- 
tisers in the personal items category 
use ectoplasm, a technique which 
makes the model and the back- 
ground black, and therefore does 
not show the female shape but 
merely the product. 

The infringements or near in- 
fringements discussed so far have 
been limited to particular areas of 
use of "men in white," alcohol refer- 
ences, medical claims, and taste as 
related to usage of the human body. 

There are other areas of Brink- 
manship more generic in nature 
which cross over into many product 
categories. Some of them are the 
use of mock-ups, competitive claims, 
deceit by implication nr outright 
double-talk. 

MOCK-UPS 

It is well-known that main adver- 
tises follow the NAB announce- 
ments .mil the FTC decisions v erv 
closely — some because ihev want 
sincerely to remain w ell within the 
hoiind.n ics of w hat is acceptable 
and others because thev want to net 
as close to the boundaries .is possi 
hie. 

The decisions on the long-discon- 
tinued "sandpaper" commercials of 
Rapid-Shave, a Colgate-Palmolive 
product, for example, were follow ed 



as a plei < d< nllal < .ise 11m ( < imiiik i 
1 1. lis w ei e ihallcnged In il« I ! ( 
as being false and inisleadiii • 

W Idle die |i.n In nl.n ia< ts ol tlx 
i.ise seem 1 1 1\ lal t In \ i .used the 
broad question whither iikk k nps 
or simulated props mold he used m 
tv t oiiiiik i( i.ih w h< ie the audienc « 
is told that it is seeing one tiling 
w hen .ictii.dlv it is seeing something 
else. 

The \ \ B and the ITC hoth have 
no objection to the use ol mock-ups 
or snhst itnte materials w here the\ 
are only "incidental" to a c onunei 
cial and are not presented as proof 
of a product's qnalitv or appearance 




For example, there is no objec- 
tion to showing a person drinking 
what appears to be iced tea, even 
if for technical reasons it is actually 
colored water, ami saying, "I lo\ e 
Brand X tea," assuming the appear- 
ance of the liquid is merely inci- 
dental and not presented as proof 
of the fine color of the tea. 

Similarly, an announcer on t\ 
may wear a bine shirt which photo- 
graphs white, but he mav not adver- 
tise a soap or determent's whitening 
qualities by point inn to the white 
ness of his blue shirt. 

COMPETITIVE CLAIMS 

The NAB Code states that copv 
should contain no claims dealing 
unfairly with competitors, compel 
ing products, or other industries, 
professions or institutions Witurallv 
an invidious comparison would be 
over the brink but mam advrrtist rs 
still take the libert\ of i ompartng 
— in a fair anil factual w a\ . but 
ne\ ertlieless putting tin ir product 
in the fa\ orable light Thus if onh 
In implication, the comparison is 
considered distasteful but not un 
lawful and not an actual violation 
of tin' Code. 

Advertisers that take ad\ antage 
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Podrecca Piccoli Marionettes perform a Latin American number in prepa- 
ration for hour Christmas special to be aired by Central American Tv 
Network in six countries sponsored by Essosa (Esso, South America), via 
McCann-Erickson Intl., Miami. Produced by Triangle, the special is hosted 
by Dick Clark and will be aired in Guatemala, Costa Rica, El Salvador, 
Nicaragua, Honduras, and Panama during the current hdliday season 



NAD's Collins fans flames 
in cigarette ads controversy 



of such strung competitive eontpari- 
sons: \mciic.in Airlines, Renault. 
B.ner Aspirin, Volvo, All detergent, 
among others Such advertisers do 
not hesitate to either name the com- 
petitors or make them easily identi- 
fiable In referring to the products 
well-known selling tools, such as 
slogans. 

Ba\er Aspirin, perhaps the most 
cited example, has succeeded in air- 
inu the following copy: "One yelled 
I have extra ingredients ( Anacin ). 
And one says I'm 5(Y r stronger 
(E.xcedrin). And one says I'm the 
modern drug for pain ( BufFerin) . . . 
a test of five leading pain relievers 
showed that two extra-ingredients 
products upset the stomach the 
most and they w eren't any stronger." 

"But at least the situation is bet- 
ter today than in the past when an 
advertiser could claim his product 
could cure anything from asthma 
to falling arches," says one industry 
man. 

Claims like "whiter, brighter, 
cleaner, smoother, softer, than any 
other product" are considered harm- 
less puffery today and not within 
the objectionable areas of brink- 
manship. Even statements like Fan- 
tastic "doesn't break like some other 
long line lipsticks," or Comet "gets 
stains out better than any other 
leading cleanser," usually go un- 
challenged. The NAB really gets 
tough when it comes to medical 
claims, however. 

N AB-FTC COOPERATION 

The NAB- FTC relationship is one 
of cooperation and respect. Al- 
though both work independently 
the opinions ol each are respected 
by the other. The N A B Code Au- 
thority TV New s is devoted in great 
part to publicizing FTC decisions, 
for example. "We pass on what we 
believe is right or wrong regardless 
of what the FTC does, but when 
the PrC makes a decision we con- 
sider it as a guideline for our ac- 
tions," says an NAB spokesman. 

Regardless of the NAB, the FTC, 
the network standards departments, 
and the individual station evalua- 
tion of commercials, the areas of 
taste, ethics, and good judgment 
cannot always be defined, and there- 
fore not alwavs enforced. The re- 
sponsibilitv for the veracity of a 
commercial lies first with the adver- 
tiser and the agenev. ■ 



President LeRoy Collins of NAB 
continues to flare up publicly on 
the subject of cigarette advertising 
aimed at minors. 

I lis latest platform: National 
Educational Television's weekly 
half-hour series, At Issue, carried 
on some 80 non-eommereial sta- 
tions. Collins was one of a panel 
gathered to discuss ''Tobacco 
Troubles," including two U.S. sen- 
ators and representatives of the 
tobacco industry and medical pro- 
fession. 

lie reiterated his irritation with 
the Lucky Strike commercial about 
"separating the men from the boys," 
calling it "a brazen, cynical flouting 
of the concern that millions of par- 
ents and others have for the youth 
of America." Broadcasters must "ex- 
ercise greater control over cigarette 
commercials." Collins charged. 

But broadcasters will be relieved 
to note that Collins did not place 
total responsibility on their shond- 
ers. The hazard of smoking is a na- 
tional responsibility, he said. "I 



don't think that the people shoo 
expect the broadcasters to cad 
the whole lead of this — or the new 
papers — or the. advertising wedfti 
because this responsibility star 
really, long before you get to I 
advertising media." 

Clifton Read, vice president 1 
public information and eduCati 
for The American Cancer Soefe 
reported on its efforts to change t 
image of the smoker for youngstd 
The society was able to inter 
the Madison Avenue agency 
Ilockaday Associates in platinin 
campaign to make the "sino! 
seem a square," said Read. 

The result has been a series 
public service ads featuring i 
athletes as Bob Mat bias and Whi 
Ford on "why they don't sms>: 
So far the pitch has been m 
purely to print media, ft seenijs 
likely that it would arouse airyth 
but the hostility of broadcast 
who depend so heavily on tobs 
billings, but things arc chatj; 
rapidly in the smoking areiia. 
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pM-appeal cigarette ,i(K iTtising 
iii.ix lie .111 indit aiion ol more tilings 

Ko COIIIC. 

\moiig others appearing Here 
Sens. \euborger ( I)., Off. ) .iiid 
Moi ton ( II., kv . ). .Mid Ceorge \l- 
Ren, president ol (lie Tobacco In- 
stitute. ■ 

Wall appointed pres. 
Bristol-Myers Canada 

[Robin L. II. ill, executive vice presi- 
dent .ind general in. maimer of Bristol- 
Klyers Conipain of Canada, Ltd., 
has been up- 
pointed presi- 
d e n t of t )i e 
u holly - ovv ned 
subsidiary . 1 Kill 
joined the com- 
pany as ma r- 
keting director 
in 1962. Previ- 
ously, he h ad 
lu'cii an a c - 
Hall count super- 

visor with Ogilvy, Benson and 
Mather Ltd. in Toronto, and Before 
that, with the Toronto olfice of 
Wining and Hubicam. The an- 
nouncement was made by Myers B. 
Gather, chairman of the board of 
the Canadian company. In addition. 
(Gathers is executive vice president 
jtif Bristol-Myers Products Div ision, 
i U. S. division of the Bristol-Myers 
[Company. 

Parker Fair pavillion: 
a pen pal's paradise 

What may prove to be the most 
1 mammoth experiment in mass 
communicating is the promotion 
planned bv Parker Pen for the New 
York World's Fair. 

Called the "International Pen- 
friend Program," the project will 
mutch a million or more persons of 
ill nations by electronic computer. 
N aines are currently being gathered 
»y Parker affiliates around the 
klohe. Registrants can select the 
language in which they wish to 
pftrrespnud. the area of the world to 
which they desire to write, and can 
rltoose from 3S9 specific subjects of 
interest about which they would 
\Vikc to write (including advertising, 
why care, existentialism, retire- 
ment, and taxes ). 

Wmm 23 uk imiuk 1%3 
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Topples mystique of 
Ivory Tower thinking 

l). spite the claims ol ni in\ people, 
creativilv is not the inu.u le ding 
that Brings business giouth and 
wealth I "a r too mam people eon 
lose the getting ol ideas with tin- 
cam iug out ol ideas The\ confuse 
< reati\ it\ with practical innova- 
tion." 

Propounding the case lor action 
and a measure ol "and. icit\ ," Bit h 
aid S. Beyuolds. Jr., chairman ol 
the board of Be\ nolds Metals, ad- 
dressed the graduating class ol the 
I'.S. \iiiiv Mail.igenieiit School. 

\<» xht>rlai!i\ ho suxs 

There is no shortage ol creative 
people in business, he said "The 
scarce people are those who have 
the ahilitv , energy, and enterprise 
to carry out ideas that they believe 
in." 

Be\ nolds defined management as 
the bringing of "cohesion and vi'al 
itv to the human effort w ithin its 
control." It should "change ideas 
and materials into units of greater 



v .ilue, to add \alne lie noli ( I that 
during tlx p.ist ")<• \ e us in ui.e'e 
ineiit has ( I i.i i > • '< < I lioin the ' one 
boss" plnloso|ih\ to ,i limit ipl< ef 
lort hut that its lniid.um ut.il pin 
pose is 1 1 le same 

"The iii.ijoi ttv ol industi i.d torn 
p. inn s among the top I *X • tod i\ 
and I in pleased to s.iv Bc\ nolds is 
one ol these It HI le.u lied this po 
sit ion because thev didn I plav it 
sale, he com li ided ' I hev an the 
doers, the innovators . the ( < nil 
panics who have stalled new mdns 
tries, introdmed in vv prodiu Is 
opened new mat kets I hev are the 
ones vv ith a management that real- 
izes some measure ol aiidat itv for 
mow th and prosperilv . 

Nielsen denies rumors 

Changes of insufficient sampling 
ami rumors that it is dropping vari- 
ous measuring s\ stems have been 
einphatieallv denied bv \ C. Niel- 
sen of Canada, Ltd. 

It answered on behalf of both the 
Canadian and United States serv- 
ices. 




Ct'tlinR ready to fill record 7.5-niilliiinlh barrel of Selirh-r Beer are l-r 
prcsidenl Robert A. I'dilein; markclinu-corporale pl.tiniinu % .p. Fred It. 
I lav ilantl. Jr., and racking machine operator John MtCirtln. New record 
wiis reached second week of December and lop< prev ions Jov Schlit/ 
Brewing Conipain- high of n.Sf»S.f>2f) harreK reached at end of la\l %cst 
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Wishing upon a Telstar 




Tlircc-way shake consummates plans for two-way, live telecast between 
Minnesota and Norway via Telstar II on 17 May, anniversary date of 
Norway's independence, which is observed annually in Twin Cities with 
a public celebration. Arrangements for the special programing were 
worked out by (1-r) Axel Moltke-IIanscn, consul general for Norway in 
Minneapolis; F. Van Konynenburg, exec v. p. -gen. mgr. of WCCO-TV; and 
G. A. Holmes, general marketing mgr. in Minn, for Northwestern Bell 
Telephone Co. Telstar II is an experimental project of the Bell System 



SNEEZIN' SEASON '64 




kit-ns P. S-ii'c/v, Kleenex tissues' popular cartoon character with the big 
cold, has begun his ninth season of promoting snce/in' season relief. 
This year Snee/v rides into the cold season astride a motor bike and 
carrying a fiill-si/e. spring-open umbrella to help promote the new 
Kleenex Drive tied to tv ads featuring the Marry James "trumpet test" 
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Specifically disavowed were 
elaims that Nielsen is pulling out 
of metered systems for measuring, 
television viewing in the U. S. anl 
Canada — in faet, said Nielsen, the/ 
plan is to expand the local area ap- 
plication of the Recordimeter/Aur 
dilog system — and that Nielsen 0e T 
toher 1963 NBI report for the To- 
ronto area was produced using ree- 
ords from only 46 sample homes. 
The faet is, said NieJsen, that the 
report used records received from, 
473 different households (185 in thg 
Toronto Central area and 288 in tht 
outer area). 

"We invite elients to visit our of* 
flees to reassure themselves of thw 
continued thoroughness of our tech- 
niques and the number of homfr 
rceords actually used for each re- 
port," concluded executive viei 
president George Ralph. 

Tape firms merge 

Tele-Tape Productions becomes the 
nation's largest independent mobile 
video tape producer via the acqui- 
sition of Video Industries Corp. of 
America (VICOA), according to; 
board chairman William J. Mar- 
shall, Jr. 

Both companies are on-locatioE 
producers of commercials, tv shows, 
and industrial closed-circuit. 

Tele- Tape retains its name as 
well as its executive and sales head-- 
quarters in New York and Chicago 
Firm's engineering and technical 
facilities and equipment will con- 
tinue to be centered largely m 
Ridgefield, N. J. 

Until the merger, the four-yeas?* 
old Tele-Tape outfit had operated 
principally in the northeastern anel 
southeastern states, while VIGCNB 
established in 1960, had been prim- 
arily aetive throughout the mid- 
west. Under the new set-up, the 
firm can service every part of the 
eountry exeept west and southwest 



LNA installs computer 

Latest move has Leading Mo- 
tional Advertisers, statistical serfiM 
firm, installing a Honeywell 40(5 
eomputcr at its South NorwMkJ 
Conn., headquarters. The electronic 
data processing system will jprepaw 
Plfl statistical analyses of magaziae 
advertising and the LNA/RAR net- 
work tv analyses. 
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Mover aims tv at tots, 
picks up load of sales 

Contest awarding plastic replicas of Mayflower vans 
W'ns friends and influences business for coast firm 



IN sa( HAMi.N 10. Mayflower moving 
van drivers arriving at a home to 
start a household move have grown 
accustomed to being greeted by 
eager, wide-eyed children the in- 
stant they step down from a truck. 
The children are waiting for a plas- 
tic scale model of the big green and 
yellow Mayflower moving van th.°)t 
will soon begin transporting their 
parents' household belongings to a 
rrew home. They were promised the 
toy van on Sacramento's KXTV. 

The moving job itself was more 
than likely the result of a decision 
by Lawrence-Mayflower Moving & 
Storage Co., franchisee! Mayflower 
agent in Sacramento, to risk a por- 
tion of its $2o,(XX)-a-vear advertising 
biidget on a new departure for its 
industry — sponsoring of a children's 
program on tv. 

Dick I hibhard. sales manager for 
the company, noted that all May- 
lower agents always had the toy 
vans available to them through the 
parent Aero-Mayflower in Indian- 



apolis, and almost all agents gi\ e 
them to children of families the\ 
move. It was just a matter of taking 
advantage of business possibilities 
involved in the good-will give-awa} 
of the vans, he said. 

Agreeing with Hubbard was Bill 
I Iibbitt, co-owner of Lawrence- 
Mayflower, who assigned the com- 
pany's ad agency, Certb, Brown, 
Clark & LTkns of Sacramento, to 
come up with a plan involving the 
vans. 

The agency decided that a chil- 
dren's tv show would provide the 
right andieoce at a practical cost, 
and account exec Bob Cline came 
up with an idea for a contest in 
which no one would lose. 

Children were asked to submit 
drawings of a Mayflower van as 
their entry, with first-prize winners 
being awarded the toy vans. How- 
ever, all entries, regardless of their 
distinction, were given a "dime a- 
piece" die-cut cardboard Mayflower 
van kit. 



During JnK and August, a siv 
week si bediile of (H) minute partici- 
pations in K.\ I V s earlv morning 
c hildren's show i arried the offer be 
tween 'J'):. 10 am. Mond.ns. Wed- 
nesday s. and Fridav s, with commer- 
cials taped by program host Diicr 
Dan. Five \\ inners w ere selected 
even two weeks, and all first-place 
entrants were in\ ited to appear on 
the Diver Dan Show with their par- 
ents to receive the repheas of the 
ino\ inu vans. 

At the end of the si\ weeks, a 
total of 1 ,3-Sfi drawings were re- 
ceived. Fifteen vans were given ,i- 
way as first prizes, .is well as an- 
other 26 to families whose moves In 
Mayflower were directly attribut- 
able to the tv offer. 

Says I Iibbitt: "In the local com 
petition for moving business, where 
there is really no basic point of 
difference in the services offered 
by various companies, a small thing 
like a toy van can actually be a big 
factor. In fact, we continued to yet 
so many jobs from the tv advertis- 
ing, we decided to begin another 
kids contest. This time we're placing 
a single spot on Saturday, since 
children are in school now." M.n - 
flower agents in the KXTV coverage 
area are sharing costs on the latest 
contest. ■ 
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NEWS NOTES 



Hill hook due out: "The Making of 
i Public Relations Man" In John W. 
Hill, chairman of Mill & Know Hon, 
tells the colorful story of public 
relations in terms of Hill's person- 
al experience, just published by 
David McKay. In the book, Hill re- 
ports on many of the personalities 
ami incidents of the past 30 years 
in which he, as a public relations 
advisor, has played a part, includ- 
ing the Little Steel strike in 1937, 
President Truman's seizure of the 
steel mills in 1952, the aircraft in- 
dustry's battle to keep the nation 
alert after World War II, and the 
natural gas industry's battle against 
Federal rate controls, to name a 
few. With a Presidential election 
coming up next year, there's added 
interest in Hill's analysis of the role 
public relations is playing at the 
White House and his chapter, 
"What is the Public Interest?", an 
analysis of the late President Ken- 
nedy's public relations acumen. 



Orient leads off: Orient EXftfrm, a 
program about the trans - Europe 
train of the same name, is the lead- 
olf program in the first of 26 NBC 
TV specials Humble Oil will spon- 
sor in 1964. Orient Express will be 
telecast 7 January (10-11 p.m.). klc- 
Oann-Erickson is Humbles agency. 

Bigger'ad spin for RCA discs: HCA 
Victor Records, who's traditional 
tack has been an advertising cut-off 
after the introductory campaign — 
leaving new releases to generate 
their own sales momentum, is boost- 
ing its advertising budget 50°f in 
1964. New philosophy calls for ad- 
vertising and promotion emphasis 
on product with proven sales poten- 
tial, as well as on newly introduced 
artists, for as long as that product 
sustains its market appeal. 

Photolab acquired: Technicolor 
Corp. of America, a subsidiary of 
Technicolor, has acquired all of the 
assets and assumed the liabilities 
of Town Photolab in exchange for 
133.500 shares of Technicolor's com- 



mon stock. Additional Technicoloi 
shares, if any, up to 13,350 shari* 
may be issued to the Town share 
holders nndfc»r a market price for 
inula contained in the deal. TowtrV 
business in the fields of consumei 
photographic processing and t%% 
sale of film, photographic equip 
inent, and accessories will be con 
tinued under the Town manage 
inent as part of Technicolor's Coo 
sinner Products Division. That divl 
sion will also continue to manufae 
ture and sell floor maintenance pr« 
ducts through Town's DU-EV Divi 
sion in its Brooklyn, X.Y.. plant 

From moose calls to cricket chirps 
Sound specialist Frank Andierll' 
tried just about everything till ■ 
came up with the musical slide 
whistle 'black out" which is {q%\ 
tared in the current American Safe- 
ty Razor campaign. Both radio and 
tv commercials are testimonials 
from users of Pal and Personam 
stainless steel blades. Idea of thx 
black out was to allow the men li| 
speak freely and naturally wit 




liciug inhibited in 1 1 it*ir remarks 
ftduceruiiig competitive blades. An 
average of eight spots per week will 
rim on nine CBS TV .shows during 
the rest of (lie \ ear. w itli added 
push in major in.irk.rts Benton iv 
How lcs is tin- agency 

New (.'cm i. Mills mix: A I2-weck t\ 
campaign will pave tin- wa\ for 
tlu- national introduction of Vienna 

I Dream Bars, General Mills' si\tli 
cooky mix on the nation. il market 

! Pay and nighttime .spots begin in 
January, via Xeedli.un, Louis i* 

; lircirl >\ . Print advertising will be 
one-page four-color ads in the 
March issues of Fatttihj Circle and 

Itt'ouH/d'.v Day. 

Qilgon stays with t v: Network and 
spot tv form the m.iinstay of the 
1961 ad plans for Calgtin water 

I conditioner, Calgonite, and Calgou 
Ikinqnet (Ketchmn. MacLeod is: 
Grove). NBC TV's. Tonight Slum 

I has heen signed up lor the sixth 
consecutive year. Other XBC pro- 

> grams are l.orclla Yo/tug Theatre, 



\//v%/ng Links, and Won/ /or Wort/. 
In addit ion to tele\ isioii, Calgon 
will use national magazines and 
new spaper snppleinents. 

Successful _\ ear for AKK: Some of 
broadcast ilia's biggest clients joined 
the tanks of the Advertising He- 
se.nch Foundation since 1 January 
HKi'k Total new ineitiliership t>( 4*1 
iueltides IB regular inemhers (atl- 
\ ei tisers. ad\ crti.siug agencies, and 
ttiedia), I I associate iuteruation.il 
iiieiuhers (ad\ erti.se rs, agencies, and 
media concerns operating outside 
the U.S.), three associate associa- 
tion members, and ten associate 
.ic-.ulemic members Among the 
"regulars" were Culgate-Palmolive, 
I Itimlile Oil 6c Hefiuing. Oscar 
Mayer 6c Co., Mcnnen. MGM, Pfi- 
zer Lahtiratories, and Halsttm Pu- 
rina. 

Magnusscn giv en mem her. ship: 
Magnussen Advertising Agency of 
Fort Worth, Texas, has heen ek'ctcd 
to membership in the Ainerieau 
Assn. of Advertising Agencies. 



N E WS M AKERS 



Mt until B Vtni m tt> \ itf pn si 
tleut of Burden Foods Co, and t 
uit'iiiht i ol its tliri i ting hoartl. I h 
w as president of OKI Loudon 
Poods, w hit h became a part of Bui 
tlcu last month. 

K Mil O J 1 1| i \ st in to i \Ct titn < 
director til \iucricau Marketing 
\ssu Hi' w as ftirinerh general uiao 
ager ol the niitlw est division ol 
Pepperidge Farm. 

P M l 1 1 St in itiiiM. to athertisiuu 
manager ol the photographic film 
div tsiou ol 3M Co. 

S m i \ Dos \ini to director ol 
sales prtiinotitiu autl puhlieity foi 
the Los Angeles linn of DeWeesc 
Designs She w as an executive tif 
Annette Bidltick. 

I'll \ \< is M. Bi riu ii i to \ ice pres- 
ident, marketing for Ldward l)al- 
ton Cti., a division of Mead John- 
sou. William A Fraser to \ ice prcs 
id cut lor sales. 

Fhvnk S. MiMi niA to stall \ p.. 
HCA patent operations. 





You'd be a connoiseur of fine beef... and a good 
judge of TV time. Both have much in common. You'd 
know when ground round was masquerading as filet 
. . . or marginal spots getting prime prices. You want 
what you pay for. That's why we developed a simple, 
equitable and highly versatile rate card that's easy 
to follow as a menu. We didn't exactly think of it, but 
we're willing to accept the honors. We like to brag it's 
the kind of rate card that gives you a feeling of 
quality because it's 'custom-cured' to fit your par- 
ticular requirements . . . providing choice time pur- 
chases on the basis of their individual values. Simple 
. . . purposeful . . .analyzed buying power. Want quality 
spots? Call Petry. 



WFAA-TV 



The Quality Station serving the Dallas Fort Worth Market 

ABC. Channel 8. Communications Center / 
Broadcast Services The Dal as Morning 
News/ Represented Dy Edward Petry & Co Inc 
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Parlez-vous Ee 
French-Canadian? 

Commercials can be an art form to some Canadians, and 
there's more than a language barrier between tv admen 
in Canada and the prosperous, French-speaking segment 




\{. W. HARWOOD, 
director r/tv services, 
Cockfiel^ Brawn & Co. 

Within the Province of Queb 
there is a world apart fr 
the rest of Canada and of Noi 
America — the world of French tel 
vision. 

The English-language advertii 
wishing to use French tv to ®f 
his wares in Quebec knows it off 
a tremendously powerful mediun 
but often fears that it carl be a tra' 
for the unwary. 

Montrealers close to the Frenel 
television scene claim that this fea? 
is not altogether warranted. Cm. 
tainly, they add, there are grou 
rules to watch and what applies 
English does not necessarily do 1 
in French, but if the television jfx 
is in competent hands there is lit! 
to fear. These hands, they note 
should be French-Canadian. 

It is agreed generally that TV 
a more important form of entertain 
ment to the French Canadian th 
to the English speaking Canada 
The French Canadian is less 
posed to the U. S. literature an 
films which come into Canada an 
thus his tv has a more promini 
place in his everyday life. 

Of interest is the fact that Mor 
real is the world centre of Frer 
television, producing a greater 
portion of "live" French langu" 
shows than any country. These, 
course, are necessary to overcom 
the language barrier, for the Cam 
dian Broadcasting Corporatio 
frowns on using French dubb" 
versions of U. S. canned shows. Am 
little comes to Quebec from Fran 
save feature movies. 

The two most important subje 
in approaching French Canadla 
television are: vehicle and mcss«ig 

French Canada viewers I 
sports, particularly hockey ff 
bowling. Quiz shows are popul 
especially where there is a pay-" 

Soap Operas, based on the Frcnc 
Canadian way of life either in m 
present or from the past, are p;$ 
ticularly in favor. 

The skillful French CanaCl 
writer frcquendy and dcLibcfatS 
neglects plot and action in favor 
emphasizing characterization an 
tradition. 

Keen observers of the tv 
the province have often odmii 
the lovaltv of the Freneh-Canadta 
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ievvcr. They point mil thai Quebec 

* the only place in the world that 
ii produce soap operas in weekly 

ions, eaoh section a "elill -hang- 
To enjoy the series, a watcher 
viist be at his television set at the 
ppointed hour and evening each 
,eek. That many thousands are is 
(tested by the fact that one such 
lap opera, "Los Belles Ilistoircs 
Ip Pays den 1 laut" has the Num- 
ber Two rating in the province and 
itas been in operation lor the past 
(3 years — first on radio under an- 
ither name and now on television. 

French-Canada also likes person- 
lity shows, for it has created its 
Hi tv personalities. They are stars- 
hut shine by popular consent, and 
Ire "home grown," as it were, and 
Have not been subjected to any pop- 
ilarizing process as' practiced by 
Iollywood. 

|l These artists are born, developed, 
■lay often brilliant roles and pass 
■n, generally without causing a rip- 
"le of interest in the great English- 
toguage universe which surrounds 
french-Quebcc on all sides. 

French television has a great 
*HKilth of talent from which to 
boose. To a large extent this is due 
'b the healthy state of French thea- 
re in Montreal, the production cen- 

* e for both tv and theatre in this 
rqvhiee. The theatre is most often 

iie ' training ground for the artist bc- 
Sre his venture into tv, and today 
vain - perforin in hoth media. 
Summing up the difference be- 




mm 



-.er/irm things which are acceptable in 
hjrfii<h are ridiculous, in French . . , 
i French it iron/)/ he ritliciilnu\ tit make 
h p to a cake of *oap . . , lore is 
J#H»nal thing." 



"It is agreed uniting French- 
language ti producers that French 
commercials must be bvlU't aide." 

twee n English and French language 
viewers, it would seem that — possi- 
bly apart from soap operas — their 
tastes are similar. And perhaps not 
even in soap operas; "La Famille 
Flouffe," for example, was well re- 
ceived in Fnglish-Canada. 

The experts are in agreement, 
however, that the commercial mes- 
sage is another story. It is here that 
the Fnglish-language advertiser can 
most readily fall in error. 

As one French-Canadian tv ex- 
ecutive recently put it: "If you don't 
understand the French-Canadian's 
attitude, his feelings towards him- 
self, his life, his family, then your 
commercial is going to fall flat on 
its face." 

A second speaker noted that "A 
costly French tv series deserves 
original commercials. One cannot 
translate the bubble bath commer- 
cials of an Fnglish show and trans- 
plant them into a French drama 
series." 

Certain things which are accep- 
table in Fnglish are ridiculous in 
French. An example of this was 
given recently at a tv session when 
the speaker pointed to a commercial 
showing a girl caressingly soaping 
herself in the hath. "In French it 
would be ridiculous to make love 
to a cake of soap," he declared. 
"Love is a personal thing." 

It is agreed among French-lan- 
guage tv producers that French 
commercials must be believable. 
Women need not necessarily always 
be young, slim and modern. Are 
housewives never plump? On French 
tv, yes. 

Other admonitions to the Eng- 
lish-language advertiser are: When 



preparing a French t oupaigu use a 
French personality — not an obvious 
Fnglish t\ pc, avoid the hard sell 
approach; create v our Frem h and 
English commercials simultaneous 
lv, it s better — and cheaper. 

It has been found that ad. ipt.i 
(ions are better than translations 
lu tests conducted In SVlmerin 
Systems Limited, Toronto, of 100 
French-language t \ commercials to 
measure their elht ti\ eness it vv as 
found that the tr.nislat ions aver- 
aged only about 70' r as effective as 
their Fnglish versions had been. 
The adaptation, however, averaged 
more than 50' c better than their 
Fnglish counterparts. 

\n adaptation usually entails re- 
casting with French talent, use of 
French settings and perhaps a more 
idiomatic rendering of the spoken 
copy. 

What is the significance of these 
differences to the Fnglish-language 
advertiser? 

Obviously the answer is that fore- 
warned is forearmed — and with the 
accent in changing French-Quebec 
heavily in favor of nationalism, it 
behooves the advertiser to tread 
warily and always with competent 
French-Canadian counsel. 

The changing pattern in the pro- 
vince is bringing a ( hanging market, 
and the Fnglish-language advertiser 
must keep himself informed of these 
variable winds if he is to find the 
right approach to his French-Can- 
adian viewers. 

It is generally agreed that Eng- 
lish-language marketers, particular- 
ly those with headquarters in 
Quebec, are well aware of the 
idiosv ncrasies — as they effect adver- 
tising — which mark the differences 
between the two races. The most 
likely offenders are newcomers from 
outside the province who some- 
times w ill not accept wise counsel 
until the damage is done. 

There has been much said and 
written about the alleged differ- 
ences between English and French- 
lancnaue live tv audiences. Those 
close to the scene claim that there 
is little or no difference. The French- 
Canadian has his funny bone in the 
same place as his English-language 
friend. The same jokes are laughed 
at. Pie in the face is still basic. 

However, where there is a differ- 
ence, the experts claim, is in the 
attitude of the French-lantiuauc 
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person in his or her approach to a 
show. Then will go to see some- 
thing expecting to enjoy it. They 
u ill he more than half sold on the 
probability of its success before 
the V see the show . 

Hnglish-hniguaue people, it is 
thinned, are far more dubious. They 
go to a tv show w ith a "'prove you're 
good!" attitude. 

There is a school of thought 
which believes that French per- 
formances are given tremendous 
reality because most of them deal 
with the French-Canadian home 
and the writers, producers, actors, 
et al, are products of the same 
milieu. They have an instinctive 
feeling, an understanding, which 
cannot be acquired. 

Though comparisons are odious, 
it might be of interest to note that 
there is a fairly widely-held belief 
that, where drama is concerned, the 
French-language tv group is super- 
ior to its English-language counter- 
part. However, the contrary is be- 
lieved where variety shows are 
involved. 

In tv technology, including such 
things as special effects, lighting, 
etc., the nod is given the English 
group by many observers. The 
French attitude is rather the play's 
the thing — let's not worn - too much 
about the small things. 

Most recent figures show that 98 
per cent of French-Canadian homes 
arc wthin the range of tv, and 93 
per cent of homes have sets. House- 
hold members spend 40 hours per 
week viewing tv. The audience is a 
potential 4,000,000 people. ■ 




N'tUfMHi i«i [tlcnsvtl to lint r (limit' 
ilin n tulmatt H. II . Ilurn mill, ilirrc- 
lur tif C.nrkfii-ld, llrtin « it C.o.'s 
rwl 1 1> It srri ii rs in Munirrnl nine 
I'M), us a nur\i cmxlr iliutor rrprr- 
srnwd /m tkh uriirle. Hi-linviuii 
[irmlni rr-tlirriliir llttrmmmtt Ixtnniw 
tin' Frinili-C.iiniiiliim market noil 
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Color animation on tv tape 




Frame-by-framc animation of color tv on video tape with the Ampex 
Editcc time element control system and the Electronic Editor was demon- 
strated recently at joint SMPTE-AES meeting in NBC studios at Burbank. 
At left, a one-frame image of a puppet is recorded on tv tape. Puppet is 
then moved into different position (center), and at right is in the second 
position being taped for another frame. Animation results by adding 
single frames to the tape as often as necessary. A 10-seeond color com- 
mercial with sound was produced at the demonstration in 20 minutes 



Agencies entering foreign marts 
felt innovators, not imitators 



H 



AVE ADVERTISING AGENCIES merely 

followed their trail-blazing cli- 
ents into new international mar- 
kets? Or are they pioneers in their 
own right? 

According to Arthur Grimes, ex- 
ecutive vice president of McCann- 
Erickson (International), the an- 
swer is a bit of both. While the 
trend has been to follow business 
abroad, once in foreign markets 
agencies are welcomed as innova- 
tors, not as imitators. Crimes, who 
addressed the joint meeting of the 
International Advertising Assn. and 
the International Executives Assn. 
in New York, is an informed ob- 
server of the international scene. 
He has helped set up some 14 Mc- 
Cann-Erickson operations in 22 
countries on five continents. 

In addition to increased local 
sophistication. Crimes sees three 
major trends which make the inter- 
national company a formidable and 
imposing client for the advertising 



agency. 

First is the accelerated pace a 
competition since the last x$fd 
Many factors, including the crumr 
ling of historical spheres of infli 
enee and the emergence of score 
of new nations, have contributed 1 
the reduction of trade barriers. Ii 
ternational companies now elr 
lenge each other in all tcrritoril 
and must also meet the rising thru! 
of stronger local competition. 

The stepped-up pace of innovi 
tion encouraged by intcrnatiofij 
facilities poses the second big oha 
lenge, said Crimes. 

These first two parallel a tblr 
trend for international companies 
the internationalizing of their jte 
sonnel. This includes deveJopmei 
of mcthmls for giving exceiijttel 
and technicians the advantage* I 
experience which their company m 
cumulates from many parts of fl 
world. 

I low the agency meets these ebjj 



SPflNSOR 23 1»1 ('1 m hi R 111 



lenues may 1 >t*st he judged, accord- 
ing to Oi lines, "by tlx- contribution 
(lie agency, mokes to the advertising 
business vv herev er it operates." Like 
the elient, the ageiiev innst inno- 
vate, innst bring new know ledge to 
I ni;irket. It must contribute tech- 
niques, personnel training, ethical 
leadership, and new marketing 
concepts. 

"W hen the credits and demerits 
.lie totaled, he concluded, "the in- 
irrHatiou.il advertising agency that 
has not helped upgrade the level ol 
advertising in its area ol action 
overseas would ha\ e done better 
to have stayed at home." m 




Turner Young 



B&B names four to 
top management level 

Benton & Howies has named four 
management supervisors. They are 
John S. Rovvon, with responsihility 
for Procter & Gamble toilet goods 
account; Aba C. Cuddeback, for 
Texaco; Michael C. Turner, for 
Eastern Air Lines; and Robert F. 
Young for Instant Maxwell House 
rtiul the Gaines accounts. Bow en 
joined the agency in 1959 as account 
incentive. He became an account 
supervisor on Crest in I960, and was 
ripped to vice president in 1961. 
Cuddeback came to Rv\R as account 
executive on General Foods in 195S. 
In 1962, he was named vice presi- 
dent on Texaco. Turner, who joined 
the agency as assistant account 
executive on '/est and Ivory Snow in 
1950. was named account executive 
in 195-4 and successively supervisor 
and vice president in 1959. In 1960 



he w as a board nieinbt i of Benton <N 
Howies, Ltd Young joined the com 
pauv in 1956 as account executive. 
In 1959 he was named aeeoiint 
supervisor and a vice president in 
I960. 1 le has handled both I'nu tei 
<\- ( •amble and General Foods 

Agency incorporates 

Light executiv es of The Lowe Him- 
kle Co. have incorporated the Ok- 
lahoma Citv ageucv . lorined in the 
1920s by Hav K. Glenn and oper- 
ated under Riiukle's indiv idnal 
ow uership since 19 16. 

Listed as incorporators with pres- 
ident Hiuikle arc: executiv e vice 
president I lovvard Neumann, vice 
president Oscar I lenser; v ice pres- 
ident Roger I'ishnv , vice president 
Yern Morelock; v ice president Ken 
Kay ; treasurer and assistant secre- 
tary (George Mitten; and secretary 
Hob Now ton. 

Largest agency in the state. Lowe 
Rnnklc is a member of the -IA and 
The Continental Advertising Agen- 
cy Network. Stock will be limited 
to those within the company. 



Major appointments in 
MJ&A administrative 




Jones Cirn'oon 



In a realignment ol top admmistra 
five personnel. Donald I ' Join s has 
been appointed a senior v it e pn si 
dent at Mat Manns, John c» \dauis, 
and in. mailer ol t he advertising 
agenev's New ^ ork opt rations. Rob- 
ert L. Garrison, also a senior vice 
president, who has been \1 Ji\A s 
New York thiol, moves to the 
auencv *s Twin Cities olfice as re- 
gional director whose supervisory 
responsibilities will include the 
West Coast. Succeeding Jones as 
Los \ngcles manager is John \. 
\fasterson, vice president and group 
supervisor in New York. Jones join- 
ed the agency in 195 1. 



Agency sells itself on advertising 




Omaha's Lloyd Ath'crtWng recently emphasized its belief in advertising 
by buying a spot campaign on KMT\" to advertise itself. This is the first 
Midi use of t\ by the agenev, uliieh previously pitched itself via radio 
and billboards. The K'MTV schedule, consisting of 10 and 20 second 
slides and audio, was aired during telecasts of the hake hall World Series, 
and others are during the station's local and network specials. \ho\ e, 
Llovd Here signs contract with the local sales manager, joe II. Baker 
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the more 
important 
judgment becomes 
in timebuying 
decisions, 
the more important 
SPONSOR becomes... 





...because SPONSOR provides 
the basis of good judgment . . . 
because SPONSOR is where the 
buyers are in broadcast 
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reappraisal has been agonizing. Formulas are thoroughly shaken. Buying is now seen as the complicated 
cess it has always been. It involves intensive probing under, around,and beyond the numbers, for the dif- 
pices between stations— some subtle, some not so subtle. These are indeed days of judgment, for which the 
broadcast trade press II (and your advertising in it) is the fastest, surest, most economical 






|* means of protection. Never ^H^^ has the trade press been more vital to buyer or seller. 
I which trade magazine? Today more than ever the answer is SPONSOR, because SPONSOR concentrates 
Done mission alone: to feed buyers of broadcast advertising with information and illumination. SPONSOR 
itlights what's being bought and what isn't . . . what's working and what isn't. SPONSOR points up changes, 
ii ids, techniques,and direction. In the process, SPONSOR has become more vital than ever in buying decision. 
Pi't take our word for it. Ask to hear the frank, unbiased tape recordings on trade paper values as given by 
Sjkesmen from 20 key broadcast buying agencies. These are days of judgment in trade paper buying, too. 
times call for probing behind the kinds and sizes of numerical claims, to determine how many are relevant 
how many are not. When you do, you'll find that SPONSOR gives you the inside track on the judgments 
( DAM COD °^ ^ e "f ew d° the choosing". 
I l UllOUIt HAPPY MEDIUM BETWEEN BUYER AND SELLER 
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Geoffrey Martineau to 
Geyer, Morey, Ballard 

Ceollrey Mai tinrau to creative di- 
rector, western division, of Geyer, 
Morey. Ballard 
in Chicago. He 
was previously 
a e r e a t i v e 
group head at 
Leo Burnett & 
Co. in Chicago, 
was with the 
agency for 11 
years. lie has 
won art and 
Marti iu-n ii copy awards 

from the Chicago Copywriters' 
Club, the Advertising Club of Chi- 
cago, and the New York Advertis- 
ing Club. He is a graduate of North- 
western University, Meilill School 
of Journalism. 



NEWS NOTES 



A new trend: The commercials pro- 
duction houses may logically be 
stepping along right behind the 
many advertising agencies who 
have established themselves abroad 
in the last few years. Case in point 
is Croup Productions, Inc., which 
has already produced many tv com- 
mercials abroad and which is now 
opening a permanent office in 



Home, to service "the expanding 
market of American companies in- 
terested in having their commer- 
cials' produced in Europe." Duilio 
Ciovagnario has been named direc- 
tor of European services and will 
head the office, located at 30 Via 
Donna Olimpia. He has worked in 
the past on many of the Group com- 
mercials filmed in Europe including 
a series for Pan American Airlines 
and those for the Federal Savings 
& Loan Assn. which are currently 
being shown in this country. He 
recently directed and photographed 
the full length movie, "The Fisher- 
man," soon to be released here. The 
Rome location is the sixth of 
Group's operation offices. Other lo- 
cations are New York, Detroit, Hol- 
lywood, Toronto, and Windsor. 

Insurance plans to Knox Reeves: 
Minnesota Hospital Service Assn. 
appointed the Minneapolis agency 
to handle advertising programs for 
Minnesota Blue Cross and Minne- 
sota Indemnity, effective with the 
new year. Other accounts changing 
agencies include Auerbacb Corp., 
Philadelphia, to The Ullman Organ- 
ization. Auerbacb is a technical ser- 
vices organization specializing in 
design and development of data 
and information systems; Kirkwood 
Moving & Storage Corp., Greater 
St. Louis agent for North American 
Van Lines, to Stemmler, Bartrani, 




Where are they now? — Here! 



Benew iiic acquaintances at cichth annual "Alumni Association" reunion 
(and Christinas part > I of the former Du Mont Tv Network are (l-r) Joe 
Madden, now v. p. -controller. Metropolitan Broadcasting; Mel Goldberg 
NAB research director; Dr. Allen C On Mont; Jim () Grady, exec v. p., 
yum ^oiniK companies; mid Ted Berumann. Charter Productions 



Tsakis is; Payne, same city, Thfc 
is the firm's first appointment of ffl 
agency and indicates plans for rapic 
expansion, according to sales vice 
president Charles Vogt; Morefielc 
Valley Estates, community of new 
homes in northeast Philadelphia, I 
Ball Associates of that city. Agenc} 
handles several other housing de- 
velopments; Walter R. GaynerA 
housing projects in California tc 
Vineyard-Hernly & Associates; Tht 
Stepban Gompany to Campbell 
Mithun, Chicago, from Post, Keyes 
Gardner. 

Good news for new Chi* shop; 
Arnold E. Johnson Associates Of 
Chicago has found its first client \ 
Good News Broadcasting Go. 
Lincoln, Neb., a non-profit organf 
zation operating an internatiottil 
series of religious radio programs. 
No newcomer itself, Good New 
celebrates its 25th year next May. 
employs 200 people in its Lined, 
headquarters, and maintains offiesf 
in nine foreign countries with ap- 
proximately 70 employees. About 
Johnson Associates, president fe 
Arnold Johnson, vice president and 
broadcast facilities director m 
Needham, Louis &r Brorby. He': 
taking a part-time leave of absence 
to set wheels in motion on th» 
project. His associates are Grace H 
Jordan, vice president, and Harold 
B. Mackenzie, secretary-treasurer 
Other account shifts include MinOl 
Food Packers to S. E. ZubrasJ 
Curled Wire Corp. and E. B. Miltaj 
6c Co. to Shaffer-Rothenberg, Ine, 
Chicago; W. A. Brown Manufactur- 
ing Co., producer of photOmechan* 
cal equipment, to the Chicago offfe* 
of Reach, McClinton; Spice Gin 
Foods of Burlingame to the Sir 
Francisco office of Post-Keyes-Gard 
ner for its new Instant Kona Cofftf 
introduced last summer on the We& 
coast and in Hawaii. General distri 
bution on this and other produCJ" 
is planned. 

Typography in this century: Th 
International Center for the Typo? 
graphic Arts has issued a coiwpB 
tioil call for outstanding exajilpM 
of typography in 20 different elm 
gories, including television (com- 
mercials, titles, toilers, etc.). All en- 
tries must be post-marked on or be- 
fore 1 February 196:4 and judgim 
w ill take place in Toronto in Apffl 



s 
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X r-vptuiuiiuliis 20, as 1 1 it* collection 
' if selected entries will he called, 
n. V ill have its initial show in 14 in New 
York in Octoher, and will then tra\ - 
el to major cities throughout the 
world. All selected entries become 
part of the permanent archives of 
tlw ICTA — a research center for 
desiuners, educators, .students, and 
Wliers concerned with tvpouraphie 
problems. Tliere is an entry Ice of 
$2 for U. S. and Canadian entries, 
which may he sent to R. I limtcr 
Middletou, Society of Tv pographic 
ifts, c o Ludlow T\ |x>eraph Co., 
2032 Clovbonrn \ venue, Chicago 
il4. 111. 

Off to a good start: A new San 
Diego agency, Ir\ inn Alexander Ad- 
vertising, acquired five accounts in 
: ts first two weeks of operations in 

I I he Sprcckels building there, ac- 
cording to president Irving Ale\- 
! uwler. They an* San Diego Class 6c 

j Paint (SIOO.OOO); Time Saving & 
era n Assn. (170,000); Daes. Inc., 
4jain of automotive centers; Disco, 

1 11) Oxnard discount store; and Da- 

I id's Furniture Stores of San Diego. 

rlhidcnd declared: Papert, Koenig, 
[ .ois will pay 9 cents per share of 
J A" stock for the quarter ending 
WCt November, to stockholders of 
|:wml 30 Deceinher 1963 It will he 
I vs'ued 7 Jannarv . 

fH'AV ties on West coast: Joe Wol- 
laudler Associates, public relations 

f Mil Bt in the broadcast-entcrtain- 
, limit industry, has dropped its af- 
iliation with MeFadden 6c Fddy on 

* he West coast and tied up with 
licliard Carter Public delations, 
SCB Sunset Rlvd. The Wolhandler 
•like will continue to handle 11a- 
inual publicity on network tv pro- 
.rslms under the name of \11dienee 
I'ulding Counselors. 

AHF announces award: J. N. 
I ilne. chairman of the Canadian 
.chert ising Research Foundation, 
rtnonnced last week the estahlish- 
T (cut of an award of S I.(M)0 to he 
resented for new and original eon- 
'ihiltions in the field of advertising 
search. The annual award will he 
"own as the Mac Lai en Adv ertis- 
\% Research Award and will be 
estowed in 190?} to the author ol 
* best theoretical solution to a 
rnblein faced in the measurement 

'OlifrjR LM „), f \n„ K )<! () i 




CBS strikes oil 



Shatter Co., i la Stern, II niter* & Simmon*. 
Chicago, hat m*t a lt>-ueck campaign on 
CliS Radio a* sponsor of the I hmg V.d- 
H ards 5 pjn. and " p.m. ilrii e-time nens 
on «<njrifim, except Monday, starting in 
February . The U'anpnn. II it., company 
trill feature its Hislone oil alloy for antot 
in major spring and fall eight-u cck pro- 
motions as part of its overall ]'>t>l ad 
drive, largest in its history 



of media effectiveness. Kntrics tor 
the 1964 award must be made on or 
before 31 March, 196-1, and will be 
appraised by a panel of judges to be 
announced soon. 

Marketing Memo: Beware ol over- 
controlling the test market situa- 
tion, warns "Marketing Memo." a 
new bulletin of marketing and mer- 
chandising for the ethical drug 
field. It \v ill be issued periodically 
In The Shaller-Riibin Co., agcuev 
whose client roster includes .1 num- 
ber o| firms in the ethical field The 
first issue deals w ith the re\ i\ ing 
of old products \ ia test markets. 



NEWSMAKERS 



I lvt.il I). W Hu. 11 1 to president ol 
the Portland \ssn. of Wlvertising 
Agencies. Kvi urn \. Mnc an 1 to 
vice president, and llvmn \ W v 1 - 
so\ to secretary-treasurer. 

Wll 1 1 vm F. Sc 1101 / to vice presi- 
dent of Ted Rates At (,'0. 

D win R Mini and 1 1 \n\ 1 1 Fir 1 i>- 
m to \ ic e president*! ol Compton 

M \i in Fh mini to \ ice president 



111 charge of account ni.inagi iu< nt 
and planning lor I run Nh.iHcr ( '.<>] 
nick Advertising I le u.is sales and 
marketing dint tor for an industrial 
chemical manufacture! . 

< < Fu v\k Joii\so\ to at count e\ 
eciiti\e with the Miami office of 
Crant Uh ertisiug. He was prc\ 1 
onsb director of promotion for 
Rrow u-l-'i »riuan Distilling Corp. 

W u 1 1.11 K. W11 ki\s and W \1t1u \ 
R. J \( oiis(i\ to vice presidents of 
Sudler cSi I lennessev . 

John L. Son 11 \nn. Jit. to senior 
vice president of McCanu-F.rick.soii 
and a lnember of the board of man- 
agement, home office. 

Ti l) Cum.lt C1.1 vs it 1 \ to mar 
keting supervisor at Leo Rurnett in 
Chicago. I le w as formerlv senior 
vice president and a director at 
Compton Advertising. 

Rohkh r Sow 1 us to Ogilvx , Ren- 
son & Mather as account supervisor 
on General Foods. I le was ac count 
supervisor at Batten, Rarton, Dur- 
stine & Osborn. 

St.wi.i y 1 1. T vm 011 to television 
account snpcrv isor in the Los An- 
geles office of Klau-Van Pieterson- 
Dunlap. I le was a v ice president 
and partner of Nonnao Rose <S 
Assoc. 

1 1 vnoi.i) Cuius i i v\si \ to vice 
president of Wade \dv ertising in 
Chicago; Fav\K Ih iii.uk in Los 
Angeles; I Ii \ in J. Oithim v\ 111 
Xevv York; and AvmiKU J. Or via . 
also in Chicago. 

FllKI) C. C/lUN to vice president 
of Carclner Adv ertising. 

John Collins and Ixn is S via. to 
account executives at Ciuuiiuuh.un 
is; Walsh. Collins w as with the Cal- 
vert div ision of Joseph F. Seagram 
\ Sous. S.me joins the aijeuev from 
RRDO 

C. Mu ion ( iossr ri to 1 n ative 
director of Compton Advertising. 

Rnv MiNvmvhv to vice presi- 
dent of Crant Advertisim*. She was 
u ith \\ eslev \ssoc\ 

I 'lil lu 11 1 c k 1 1 1 1 vw kins to Doh- 
ertv . (Tifforcl. Steers i\ Sin nfield as 
an aeeount e\ieutive 1 >n Pet Milk 

I le w as lonnerlv with L M I roh- 
lich. 

I I MU )l 11 P. K V\l to .ism k late rep 
resell tat iv e w ith the Patt Mc Don ihl 
Co., media brokers in \11stin. It \.is 
Kane, previous owner president 
and gene 1.1I inan.uit r > -f W |()( Ra 
tho now \\ \l I |aiui stow 11 w ill 
be he.itlt|iiarteri -d in Plio. m\ 



TV MEDIA 



Happy mix: gems & tv 



Family-owned Florida jewelry firm for past seven 
seasons has found local tv program sponsorship to be 
a strong sales partner in low-pressure approach 



Meiuc's a one-minute exercise in tv 
II media selection: 

You're a successful jeweler in 
Daytona Beach, the upper-income 
Florida resort community. You're 
looking for a local tv vehicle which 
will reach those with high dispos- 
able incomes. You're willing to put 
as much as 95% of your advertis- 
ing-promotion budget into it. Now, 
what do you buy? 

The answer, as far as the William 
A. Ritzi & Sons jewelry firm in Day- 
tona Beach is concerned, lies in 
Market Report, a five-minute eve- 
ning series on WESH-TV, Daytona 
Beach-Orlando, Florida. 

Here's how William A. Ritzi, 
head of the fourth-generation jew- 



elry firm, sums up his basic ap- 
proach: 

"When we went on television, we 
wanted to reach an affluent group 
of adults who prefer quality — and 
can afford it. We are not pitchmen, 
and stay completely away from the 
dollar-down, dollar-a-week method 
of selling jewelry. Our firm has been 
in business since 1881. Consequent- 
ly, we have a reputation for quality 
and service that must be main- 
tained." 

To a cynic, such a policy would 
seem a nice attitude to take — until 
the practicalities of jewelry mer- 
chandising make necessary a switch 
to hard sell. Ritzi, however, is no 
newcomer to the ranks of tv clients; 



his jewelry firm has sponsored the 
evening (6:25-6:30 p.m.) stock- 
market newscast for over seven an| 
a half years, with family member* 
appearing in the commercials. 

Does the low-pressure method 
pay off? The sales figures would 
certainly indicate that it does, 

"The first few years were phe 
nomenal," says Ritzi. "Our sales rt&f 
35% the first year, and 25% over 
that the following year. Since then, 
in the face of a major increase f: 
competition, we have enjoyed , 
to 10% increases each sueeeed^ 
year. Television brings results art 
has ever since we've been on tin 
air. We've used radio and m-mm 
papers in the past with no measur 
able response. But, with tv, whei 
we draw customers from as far m 
85 miles to our Daytona Be'afjj 
store, we know we're in the r 
medium." 




Ritzi family, Daytona jewelers since 1881, put 95% of store's ad budget into nightly tv stock-marfcit reports, enjoy steady sales 
" SPONSOR/23 nrcEMBER l?t 



RATE CHANGES 



KOTA-TV, fbrpi'il City, S. I).: 
New rate $250 per turning 
hour, oflectivo I J. iiinury. For- 
mer rate $225. 

WLWD, Dayton, ().: Now 
rate $ 1.3(H) per evening hour, 
effective I Jaiui.irv. Former 
rate $ 1.2(H). 

KIIOL-TV, Kearney, Neb.: 
New rate $5(X) per evening 
hour, effective 1 January, For- 
mer rate $-100. 

WJBF-TV, Augusta, Ca.: New 
rate $675 per evening hour, 
effective 1 Januarv. Formei 
rate $600. 

WJHL-TV, Johnson City, 
Tenn.: New rate $ 175 per cve- 
ning hour, effective 15 Janu- 
ary. Former rate $125. 
WSTV, Stcuhenville, ().: New 
rate $725 per evening liour, 
effective 26 January. Former 
rate $625. 

WWTV, Cadillac, Mich.: New 
rate $150 per evening hour, 
effective 1 February. Former 
rate $-125. 

KV'TV, Sioux City, la.: New 
rate $550 per evening hour, 
effective 1 February. Former 
rate $525. 

KDAL-TV, Duluth, Minn.: 
New rate $675 per evening 
hour, effective 1 February. 
Former rate $650. 
WREX-TV, Rockford, III.: 
New rate $650 per evening 
hour, effective 1 February. 
Former rate $600. 
WNBQ, Chicago, III.: New 
rate $-1,600 per evening hour, 
effective 1 Fehruarv. Former 
rate 14,500. 

SARD-TV, Wichita, Kan.: 
New rate $S00 per even inn 
hour, effective 1 February. 
Former rate $700. 
KCRA-TV, Sacramento, Cal.: 
New- rate $1,200 per evenhm 
hour, effectiv e I Februan . 
Former rate $1,100. 
WCBI-TV, Columbus, Miss.: 
New rate $200 per e\ euinn 
hour, effective 9 February. 
Former rate $150. 
W ACM -TV, Pre.s(|iie Isle, Me.: 
New rate $175 per eveninn 



hour, effective 15 February 
Former rate $ 150. 
K LAS-TV, Las Veijas, Ne\ .: 
New rati- $175 per evening 
hour, efleel i\ e 23 February 
Former rate $ 150. 
KOAM-TV, Pittsburgh, Kan.: 
New rate $125 per evening 
hour, ellective 1 March. I'or- 
mer rate $ 100. 

KVT\', Springfield, Mo.: New 
rate $175 per evening hour, 
effective I March. I'ormer 
rate $150. 

WSAU-TV, Wausau, Wis.: 
New rate $550 per evening 
hour, effective 16 March. For- 
mer rate $500. 

WAVE-TV, Louisville, Ky.: 
New rate $1,650 per evening 
hour, effective I March. For- 
mer rate $1,550. 
KCBD-TV, Lubbock, Tex.: 
New rate $500 per evening 
hour, effective 1 March. For- 
mer rate $175. 

WFLA-TV, Tampa, Fin.: New- 
rate $1,250 per evening hour, 
effective 1 March. Former 
rate $1,100. 

WTRF-TV, Wheeling. W. Va.; 
New rate $S00 per evening 
hour, effective 1 March. For- 
mer rate $750. 

KEND-TV, Fargo, N.D.: New 
rate $100 per evening hour, 
effective 1 April. I'ormer rate 
$300. 

WCKT, Miami, Fla.: New 
rate $1,350 per evening hour, 
effective 1 April. Former rate 
$1,200. 

KRCR-TW Redding, Cal.; New 
rate $275 per evening hour, 
effect ive 1 April. I'ormer rate 
$225. 

KXAB-TV, Aberdeen, S. IX: 
New rate $175 per e\ en inn 
hour, effective 1 \pril Former 
rate $100. 

WIRW-TV, Topeka, Kan.: 
New rate $100 per e> eiiiiuj 
hour, effective 3 May. I'ormer 
rate $150. 

WIIDU-TV, Boston. Mass.: 
New rate $3,250 per e\ eiiiui: 
hour, efTeeti\ e 17 Mav I'orm- 
er rate $3,<KH) 




\\Y\lon 

nut manager, 



Weston is NBC dir.. 
unit mgrs., telesales 

\HC TV h .is appointed Stephen 
Weston as dir< ( tor. unit 1 1 1 ,i i i,iig« -r% 
and telesales. 
With the net 
work since 
195.", he has 
been in the 
business affairs 
ai ea since I960 
a s m a n a ue r, 
program bndu- 
ets and scrv ic- 
illg. 

Weston be- 
gan with NBC as 
working on such shows as Hit I'ar- 
aile and on \ arions specials as The 
Dri ll and Daniel \\ i hstrr and those 
headlining Art Carnev, Victor Bor- 
ge, and Georgia Cibbs. He began 
his tv career with I )n Mont in 1919. 
and was a tv director when he left 
to join N BC. 

Willie Harris to v. p.. 
Harbenito B'casting 

Willie Harris, Jr. lias been elected 
vice president of Harbenito Broad- 
casting Co., which operates KCBT- 
TV-AM a n d 
KFLT-FM in 
the Lower Rio 
Grande Valley 
of Texas. 1 lar- 
ri s, a nephew 
of Congress- 
man Oren I lar- 
ris, has been as- 
socia t ed with 
KCBT for 
seven \ ears. I le 




Harris 



w as first employ ed as a local ac- 
count executive, and for the past 
three years has been associated w ith 
national-regional sales 1 le was ap- 
pointed national sales manager for 
both AM and I'M in 1962. a position 
he still holds, to whit.li has been 
added the title of vice president 

Wolper goes dramatic 

Da\ id L. Wolper. producer of t\ 
docuinentarv films, has announced 
his intention to hraiu h out into tin 
fields of dramatic t\ programs and 
theatrical fihns. 

W olper received long-tt rm fi 
nancing for his new \ entures fn.m 
Westland Capital Corp. and tlu 
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TV MEDIA 



Ci(\ National Bank ot Ik'\crly 
I Jills. The monev will be used iin- 
mcdialeh for the de\ elopnient of 
panel and daUime t\ programs and 
motion pictures. 

\\ olper is opi ning a New York 
sales office this month, and sales 
people will he hired to represent 
W olper Productions in conjunction 
with the William Morris Agency. 



Nettere to gen'l sales 
mgr. of ABC Spot Sales 

Fred L. Nettere has been promoted 
to the new post of general sales 
manager for ABC Television Spot 
Sales'. During 
the past year, 
he has served 
as eastern sales 
manager and 
has been with 
ABC Television 
S p o t Sales 
since 1961. His 
broadcast sales 
experience in- 
cludes associa- 
Tclevision Spot 




tions 
Sales 



Nettere 
with CBS 



N'BC Television Spot Sales 



and the Katz Agency. The organiza- 
tion is the national sales represent- 
ative for the A BC owned stations: 
WABC-TV, New York; KCO-TV, 
San Francisco; YVXYZ, Detroit; 
KABC-TV, Los Angeles; and 
WBKB, Chicago. 

RCA set sales strong 

Radio Corp. of America sold more 
television sets in the first ten months 
of 1963 than in all of 1962; and both 
color and black-and-white set sales 
achieved the highest tv dollar vol- 
ume in company history. A third 
quarter national survey of consumer 
purchases shows industry color sales 
running at an annual rate of at 
least 750,000 receivers, according 
to RCA, which estimates 1964 color 
sales will top 1.2 million sets. Color 
sales to dealers by RCA Victor dis- 
tributors currently are 59% ahead 
of the similar period hi 1962 when 
sales were at an all-time high — sub- 
stantially ahead of the previous 
year. 

Black-and-white unit sales by 
RCA Victor distributors are now 
10% ahead of a year ago the com- 
pany disclosed. 



Judge Burton elected 
president of BM1, Inc. 

Judge Robert Jay Burton has beg: 
elected president of RroadcaJ 
Music. Inc., music performing rigluH 
licensing or- 
ganization. 
| udge Burton 
succeeds Carl 
Haverlin, pres- 
ident of BM1 
since 1947. Al- 
though he has 
retired his post, 
Haverlin will 
act as a con- 
sutant to BMI. Burton 
The new president was executkt 
vice president of the company a 
the time of his appointment. He ha 
been Acting City Judge of Mm 
Rochelle since 1960 and vice presi 
dent of the New Rochelle Board o. 
Education. He is also chairman o 
the Copyright Committee of tli< 
American Patent Law Assn. and 
trustee of the Copyright Society o 
the U.S.A. He has also been a chair 
man of the Radio and TelevisfcM 
Committee of the Federal Bar Assr 
of New York. 



Whose survey (not ours) showed 
SM*OJVSOit 9 s regular rea d e rsh ip 
highest in its history* and first 
among broadcast books? 

Sorry. Can't tell you in print, because the survey wasn't ours. But our 
salesmen can tell you about this one, and six other surveys that show you 
SPONSOR'S quality story. 

That's not all. We have the tape-recorded words of key buyers in 25 top 
broadcast advertising agencies, enthusiastic in their SPONSOR response 
even beyond our wildest expectations. 

Why such response? Why such unanimous survey findings? Because we are 
the SPOT specialists . . . edited for spot specialists. They need us for 
vital information. You need them for spot sales success. 
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ESTIMATED EXPENDITURES OF NETWORK TV ADVERTISERS 



PRODUCT CLASSIFICATIONS 


Jan.-Sept. 1963 


Jan.-Sept. 1962 


% Change 


Agriculture St Farming 


$ 24,400 


$ 102,900 


76.3 


Apparel, Footwear & Accessories 


6,870,700 


5.839.700 


• 17.7 


Automotive, Automotive 
Accessories & Equipment 


41,984.200 


34.514.000 


• 21.6 


Beer, Wine 


6,214,000 


7,048,300 


11.8 


Building Materials, Equipment 
& Fixtures 


6 669 300 


3 666 200 


. 81 9 


Confectionery & Soft Drinks 


13 804 700 


18 735 800 


26.3 


Consumer Service 


2 703 900 


4 338 800 


37.7 


Drugs & Remedies 


86 298 600 


73 402 900 


. 17.6 


Entertainment & Amusement 


1 050 300 


679 400 


• 54.6 


Food & Food Products 


102,522.800 


100,547.100 


• 2. 


Freight, Industrial & 
Agricultural Development 


68 700 

UU, / \J\J 


76 600 


10 3 


Gasoline, Lubricants & Other Fuels 


6 931 900 


13 663 COO 


49.3 


Horticulture 


569 200 

xJKJtJ f£- \J\J 


304 300 


- 87.1 


Household Equipment & Supplies 


23,876.800 


23,833,700 


• .2 


Household Furnishings 


2,249.000 


2,584,800 


13. 


Industrial Materials 


12,258,600 


14.625.400 


16.2 


Insurance 


12,081.500 


11,025.500 


- 9.6 


Jewelry, Optical Goods & Cameras 


6,635.500 


8.095.300 


18. 


Office Equipment, Stationery & 
Writing Supplies 


3 007 100 


2 645 800 


. 13 7 


Pets & Pet Supplies 


9 142 000 


6 494 100 


. 40.8 


Political 




6.900 


100 


Publishing & Media 


655.700 


881.700 


25.6 


Radio, TV Sets, Phonographs- 
Musical Instruments, Accessories 


3.071.500 


3.604,300 


14.8 


Retail & Direct by Mail 


33.400 


137.600 


75.7 


Smoking Materials 


70.895.100 


65.151.200 


• 8.8 


Soaps, Cleansers & Polishes 


65.828.000 


64.889.900 


1 4 


Sporting Goods & Toys 


4.934.600 


4.405.700 


12. 


Toiletries & Toilet Goods 


119.666.800 


107.985.400 


10.8 


Travel Hotels & Resorts 


1.826 200 


691.500 


164.1 


Miscellaneous 


180 100 


159.900 


126 


TOTAL 


$612,054,600 


$580,137,700 


+ 5.5 
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giant advertiser ranks as number 
one spender, with third-quarter 
1963 network hillings of $16,780,900 
— leading runner-up American 
Home Products ($8,396,100) by 
more than $8 million. The rest of 
the top ten third-quarter network 
tv advertisers, in order, are Bristol- 
M\ ers. General Motors, Lever, Col- 
gate-Palmolive, R. J. Reynolds, 
General Foods, Gillette, and Alber- 
to-Culver. 

Top billing network brand in the 
third quarter of 1963 was Anacin 
tablets, with $2,937,200. Second- 
place Alka-Seltzer, with $2,607,700, 
was followed by Salem cigarettes, 
Crest tooth paste, Winston cigar- 
ettes, Ruffcrin, Chevrolet passenger 
ears, Excedrin, Bayer aspirin, and 
Camel cigarettes. 

Automotive billings in network 



tv for the nine-month period jump- 
ed 21.6%, from $34,514,000 1b 
1962's first nine months, to $41,- 
984,200 this year. Other product 
categories with substantial increas- 
es in the medium were drugs and 
remedies, with a 17.6% rise in net- 
work tv, from $73,402,900 in 1962 
to $86,298,600 this year; smoking 
materials, up 8.8% from $65,151,- 
200 to $70,895,100; and toiletries 
and toilet goods, which climbed 
10.8%, from $107,985,400 to $119,- 
666,800, to become the leading 
product category in network tv. 

TvB's network billing figures are 
compiled by LNA-BAR. On tho 
preceding page is a breakdown of 
nine-month 1963 spending by prod- 
uct classification. Below, leading ad- 
vertisers and brands in the third 
quarter. * 



LEADING COMPANIES IN NETWORK TV 
ADVERTISING THIRD QUARTER 1963 

Sochck: TvR /LNA-BAR 

Procter & Gamble 1 $16,780,900 



American Home Prod. 



Bristol-Myers 



2 



8,396,100 
7,671,000 



General Motors 


4 


6,737,500 


Lever Bros. 


5 


6,533,900 


Colgate-Palmolive 


6 


6,240,200 


Reynolds Tobacco 


7 


6,183,300 


General Foods 


8 


5,229,900 


Gillette 


9 


5,032,400 


Alberto-Culver 


10 


4,259,100 


LEADING BRANDS 


IN NETWORK 


TV 


ADVERTISING THIRD QUARTER 1963 


Soubck: TvB LXA-BAR (list. Gross Time Billing) 




Anacin Tablets 


1 


$2,937,200 


Alka Seltzer 


2 


2,607,700 


Salem Cigarettes 


3 


2,287,900 


Crest Tooth Paste 


4 


2,181,100 


Winston Cigarettes 


5 


2,105,000 


Bufferin 


6 


2,031,000 


Chevrolet Cars 


7 


1,798,500 


Excedrin Tablets 


8 


1,761,600 


Bayer Aspirin Tablets 


9 


1,602,500 


Camel Cigarettes 


10 


1,578,600 



NEWS NOTES 

Another sale on sports series: Br* 
tol-Myers ( DCS&S ) bought into I 
NBC Sports Special series wtf 
debuts 4 January (4:30-6 p.Eri, 
The 90-minute tv programs '°m 
cover a variety of sports events:, I 
eluding track and field, hockey, a 
basketball. Other sponsors signc 
so far are the Autolite division: 
Ford Motor Co. and Consolidai 
Cigar Corp. 

Oklahoma station sold: John 
Griffin and James C. Leake, w 
had owned 50 per cent of the fl 
mon stock of Oklahoma Telcvfed 
Corp., acquired ail outstandv 
common and preferred stock in 1 
corporation, which operates KW 
Oklahoma City. Sellers are Roy 
Turner and Luther T. Dulaney, vv 
had owned 25 per cent each of jf 
common stock, and Edgar T. 
whose interest was in preferffj 
stock. Buying corporation is KAT 
Inc., wholly-owned by the Griffl 
Leake families, which also o\\<| 
KATV Little Rock, and KTt 
Tulsa. New ownership has signet 
five-year contract with Bell to cc 
tinue as executive vice presiitkj 
and general manager of KWTV. 

Headed for ABC TV? Re4 
Studios is beginning production 
a new half-hour siuation corned 
Ma and Pa Kettle, based on the f j\ 
motion pictures of the same nan 
Andy Devinc and Patsy Kelly « 
star in the series, which is destiny 
according to a Revue spokesrffi| 
for ABC^TV next fail. 

Sidewalk suavity rewarded: F»[ 
paced New York City, where m 
scrapers are rising and failing 
almost every corner, took time 1 
to notice an unusual sense of "oil 
pride and responsibility.'' Cil] 
CBS for tire manner in whic 
carrying out construction of its n . 
headquarters building, Avenue 
the Americas Assn. noted "it i*[ 
freshing to find someone who, aM 
and beyond the call of duty m 
good neighbor, gives consideita^ 
to the appearance of its propfi 
and the welfare of those who 
pass by." CBS has introduced ftj 
ries of innovations and special n» 
sures designed to avoid congest 



I i 
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uul inconvenience and tn improve 
lie appearance of the bloekfront 
tttween 52nd and 53rd streets 
vhile the 3S-story skyscraper is 
jellig l)i lilt, Particularly filed was 
lie sidewalk fenee on whieli CBS 
1 3S uiaiiitained a display recalling 
neniorable news events of the past 
.7 years in hoth photographs and 
omul. 

took to enlarge on telecast: A hook 
I obtaining most of the conversation 
I "corded for a special one-hour CBS 
Ivews documentary. The Dialogues 
1/ Archibald MacLeish and Mark 
Van Down, will be published by E. 
| r. Duttou. While the telecast, 2 

[lignst 1962, used edited segments 
I f 12 hours of recorded con versa - 

I oil. the book will contain about 10 

ours of their dialogue. The hook 
I scheduled for publication in Sep- 

"jnber 1964. 

tommcrcials into museum: All 
r bining radio and tv commercials 
1 i the annual International Broad- 
•jpsting Awards competition, spon- 
U»red by the Hollywood Advertis- 
i 1 ig Club, will be contributed to 
. ; "ig new Hollywood Museum. Ncar- 
750 commercials, including 1960- 
< |B 1BA trophy winners and finalists, 
"l ill form the nucleus of the collee- 
rm for the museum's archives. Cat- 
" ogued in the Museum's electroni- 
i illy controlled library, the com- 
ercials will he available to ad ex- 
'Utives, producers, and educators 
i iroughout the world. 

RCer's book in classrooms: Col- 
? ges and universities have adopted 

I r classroom use Giraud Chester's 

I I xik, "Television and Radio." Since 
1 1st spring's third edition printing. 
•I- 4 colleges in 40 states have or- 

l^sed the hook for classes. Chester, 
- 1 pr, program administrator, for 
RC-TV wrote the book with Prof. 
Jfiniet R. Garrison and Edgar E. 
I 'ill is of Michigan U. 

Icctronic innovation: XBC Engi- 
1 'firing Dept. lias announced the 

vclopment of a new system, Aud- 
| % designed to synchronize the 
| oadeasting of tv pictures from 

idely separated remote locations. 
1 idlok consists of taking a sub- 
I nltiple (below 5,000 cycles of the 
■ ,500 synchronizing generator sig- 



NBC scores collegiate TD 




NBC has obtained t lie rights to 
telecast NCAA football games next 
season for a record bid of $13,- 
044,000, topping both ABC and 
CBS as well as Sports Network. 
CBS obtained tbe rights two years 
ago for SI 0.2 million. This time it 
was third in the bidding. Partici- 
pating in contract signing arc (1-r) 
Asa Bushncll, NCAA Sports tv 
program dir., NBC Sports v. p. Carl 
Lindeniann, Jr.; Paul W. Breehlcr, 
NCAA Tv Committee chairman. 
Next major bidding spree on tbe 



horizon is rights to NFL games, 
which comes up in January. CBS 
paid $9.3 million to air the pro 
tilts past two seasons. It is ex- 
pected to bid high to offset loss of 
college games. 

Within hours of the acquisition 
of the rights, NBC was able to 
report tbe games sold. Kach buy- 
ing a quarter sponsorship were: 
Chrysler Corp. and Ceneral Cigar 
Co. (Young & Hubicam); Gillette 
(Maxon); and Texaco (Benton & 
Bowles). 




V.I.P.'s feted for 'V.I.P.'s' 




CKLW-TY, Detroit-Windsor, recenth hosted C>0 top people at reception 
kicking olf its "'V.I.P.'s" (Vers Important Pictures! series. Looking o\ er 
plans for the program are (1-r) S. C. Ritchie, president and general man- 
ager of CkLW-AM-TY; Donald L. Boiles. district sales manager for 
Colgate-Pahnolis e: and CKLW sales director Ld» in C. Metcalfe 
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Sunny ties up what the 
"Sunshine State's" business 
magazine, Florida Trend, 
cites as "FLORIDA'S MAV- 
ERICK MARKET." 

WSUN's home county has 
the nation's highest incidence 
of auto and stock ownership; 
brain power industries; high 
discretionary income . . . 
Florida's 2nd market should be 
1st on your list. 

WHAT A MARKET, 
AND SUNNY SELLS IT! 



WSUN 

TELEVISION - RADIO 

TAMPA-ST. PETERSBURG 

Noll Rep VENA RD, TORBET & McCONNEU 
S E Srp JAMES S AYERS 



It's the little things that count 



I 




Johnny Philip Morris, live symbol of Philip Morris, Inc., visits "Route 66" 
starring Glenn Corbett (1) and Marty Milner on location at Savannah. 
The tobacco company is a sponsor of the weekly .series aired on CBS TV 



mil) and transmitting this signal, 
phase-controlled over an audio cir- 
cuit, to a distant remote city and 
thus controlling the remote pictures 
so they arrive at the originating 
city in the same time phase. 

New Hiken series: Writer-producer- 
d hector Nat Hiken and comedian 
Alan King have signed with CBS 
TV for a new half-hour comed\ 
series for 1964-'65. The show is 
slated to he a comedy-panel type, 
rather than a situation comedy. 
Hiken produced both the Phil Sil- 
vers (Sgt. Mho) Slwic and Car 54, 
Wliere Arc You? 

Horse of another color: Independ- 
ent Television Corp. is inhuming a 
new, "modern-look" version of its 
Firry series. The current version of 
Fury is telecast Saturday morning-; 
by NBC TV, and has been for 
eight years. Production plans on 
the new Fury call for the half-hour 
series to he filmed in color on loca- 
tion in California. It will be geared 
for an evening time slot, and will 
feature the addition of a teenage 
daughter and "more mature" ston 
lines. 

Permission grunted: KPTV Port- 
land. Ore., has been granted ap- 
pro* al of its application to construct 
a new transmission tower. The sta- 



tion, in gaining the approval of th 
Multnomah County (Ore.) 1 
ning Commission, won over ard 
residents who objected to the neMi 
tower. The KPTV tower w ill be th«. 
third in the area; the others tar* 
operated law KGW-TV and KATE" 
TV. 

ABC TV-2()th pilot: Valentine sDd 
a new 20th-Century-Fox series bi 
ing produced in conjunction w?fr 
ABC TV, has gone into products? 
in Hollywood. Anthony Francfc 
Jack Soo, and Anne Francis sta 
George Marshall is directing £ 
executive producer Hal Kanter. 



NEWSMAKERS 



Nkd Jay to president of the A 
lanta chapter of the Sales ProiuotB 
Executives Assn. He is promote 
manager of WAG A -TV Atlanta^ 

B#» OMHHtr Cm to \\"AH-TV | 
lanta as sales service manager. 11 
was media planner at Grey Advd 
tising. 

Jacouks Bihahkn to vice 
dent and director of sales for \V( 
AVI -TV New York. 

Jkkhy Maddkx to director of | 
cial news projects for NBC 

Jonv J. Hkyw'oou to a meilN 
of the board of directors of t 
Cms ley Broadcast iliu Corp. 
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CORNER 
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Media people, what they 
nre doing, buying and saying 
23 D.-ecmlx r 1963 



■ New itwliti director at C. J, La Roche: John 
McLaughlin becomes nteclki director at C. J. 
LaRoche (N'ew York) today, with responsibility 
for such accounts as Xorelco and the ABC TV 
Xetwork. John was a media supervisor at 
Ogilvy, Benson & .Mather (Xew York) on the 
Pepperidgo Farm, Seliueppes tonic, Helena 
Rubenstein, and Tetley tea accounts. 

■ News from the marrying-est agency: Young 
& Rubicain (New York) senior media buyer 
Fred Roeben (General Cigar, Borden's, Drake 
Bakeries, Dictaphone) and his wife, the former 
Patricia Ilac/.ela, who is also with Y&R, have 
returned from their honeymoon. Married 16 
November, Fred and Pat spent their honey- 
moon at Montego Bay, Jamaica. 

■ Eaton goes to W&L: Charles A. Eaton, Jr., 
has joined Warwick ec Lcgler (Xew York) as 
vice president and media manager. He goes to 
W6cL after more than six years at C. J. LaRoche 



(Xew York), where he had been vice president- 
media director, and a plans board member. 

* Ellington buyer joins Mattel: Cwen Mason, 
most recently « media buyer at Ellington (Xew 
York), and formerly a timebuyer at I li\son 6c 
Jorgensen (Los Angeles), has joined Mattel, Inc. 
(Hawthorne, Calif.), toymakers, as tv advertis- 
ing administrator. 

■ D-F-S media department on the move: The 
Xew York Dancer- Fitzgerald-Sample media de- 
partment, formerly located on the 3rd and 6th 
floors at 317 Madison Avenue, are now on the 
5th and 6th floors. The General Mills account 
media people have moved from the 6th to the 
5th floor, and the Sterling Drug folk have 
moved from 3rd to 6th. 

■ CFRB Radio presentation: Among the agen- 
cy media people and advertisers attending the 
recent CFRB Radio (Toronto, Ontario) lunch- 



DICK OLSEN: 

if the viewers drown, what? 

"Spot tv today is riding on the crest of 
prosperity. Xevef before have there been 
so many advertisers in tv, a situation 
which is making it increasingly difficult 
to buy good spots, especially in major 
markets. This," says Doherty, Clifford, 
Steers, & Sheufield media supervisor Dick 
Olsen, "has brought on the problem of 
sprraling rate increases," Dick feels that 
stations and reps should realize they're 
reaching the point of diminishing returns 
— that rate increases are treating prob- 
lems in bu> ing and planning, pricing 
sonic advertisers out of the market, caus- 
ing advertisers to turn to piggybacks, and 
uiv in^ viewers a picture of over-commer- 
ciali/ation. Dick asks, "If the Hood of 
commercials starts driving the viewer 
away from his set — then what?" Dick, 
with DCS&S (Xew York) almost four 
years, plan* for Jax beer, Narrngansctt 
beer, Bristol-Myers' Softiquc, Manhattan 
shirts, Eastman Kodel, U.S. Tobacco, and 




Pet Milk. He was a timebuyer with the 
William Esty Co. for over five years, 
after yraduation from Ilofstra College 
and X.Y.U. A native Xew Yorker, Dick 
"skis a little" and plays <*olf. He and his 
wife Phyllis live in Sea Cliff, Long Island. 



TIMEBUYER' 

CORNER 



23 December 1903 



con presentation at the Sheraton East in New- 
York, the Corner noticed Yolan Toro and Arlenc 
Grossman, Peerless Adv.; Robert Kutsche and 
Don Lumsdcn, Thompson-Koch; Don Aberg, 
marketing director, and William Greenaway, 
advertising manager, both of Vick Chemical; 
Ralph Butler, New York Advertising Services; 
Robert Pape, Coinpton; Larry Colen, Benton & 
Bowles; and Joan Rutman, Wesley Associates. 
For more attendees, see photos below. 

■ Spot campaign brewing at Burgermeister: 
Bur germeister Brewing (San Francisco) will 
utilize 200 radio stations and 38 tv outlets in 17 
major western markets in 1964 "Roll Out the 
Burgie" advertising drive. Agency is Post-Keyes- 
Gardner (San Francisco). 

TV BUYING ACTIVITY 

► Pet Milk (St. Louis) will use a heavy spot tv 
sked along with four national magazines to 
introduce its two new flavors of Sego liquid diet 
food flavors — cherry and chocolate-coconut. 
New "candy-dish" flavors were tested success- 
fully in 10 markets; accounted for over 20% of 
the volume in one test market's "most influential 
chains" after only two months on the shelf, ac- 
cording to Pet Milk's brand manager, Larry 
Youngblood. The television spot activity will 
start on various dates very early in 1964, de- 
pending on distribution, with the number of 
spots varying by market. Campaign will be 
national in scope, utilizing daytime fringe and 
late night minutes. With the two new additions, 




NEW "CANDY-DISH" FLAVORS: Spot tv wtt be uti- 
lized ithen Pet Milk begins national distribution of Uiia 
new Sego, liquid diet food flavors very early in 1964 



Sego now offers dieters a total of 11 flavors. 
Gardner Advertising (St. Louis) is the agency; 
Fred Webher heads the buying group. 

y Nabisco's Millbrook bread campaign being 
readied for an initial nine-week flight to start 
13 January in about 15 selected markets. Buyer 
Bob Storch at McCann-EricksOn (New York) 
interested in daytime minutes. 

► National Dairy campaign of minutes fox Seal- 
test ice cream products will get under way early 
in January, utilizing flights of varying lengths 
to run throughout the year. (Sealtest does not 
distribute west of the Rockies, and has very 
little distribution west of the Mississippi River.) 
During the third quarter some kid show partici- 
pations (20s) will probably be used. Buyer is 
Jim Egan, media supervisor is George McCoy, 
at N. W. Aycr (Philadelphia), 



BUYERS GATHER FOR CANADIAN PRESENTATION 





CFRll /,(■/* Cflfff.V m AMI YORK CITY: Agency 
media folk got tog, tlx r recently f,,r lunch, libation, and 
u slide present ition packed u ith facts about CFRll Radio 
(Toronto). Shown above at left are (l-r) MaryAnn Ha- 
bmz, Morse International'. Charles J. O'Donnell and 




Marilyn Ma\kel, Maxon Adv.; Arthur Sc®H. Jr. and 
Carmen Girardin. Adam Young. Inc.? and irilliam M. 
Rreunan. CFRll Radio. Chatting at right are (l-r) Rxttih 
Rarer. Parkson Adv.; Helen Thomas, $freet & Finney: 
Aurora lllando, Morse lnt,; & Adam YoUag, rep pres. 
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RADIO MEDIA 



in Kroger 



off 
drive 



Cleveland 'Sell - o • Rama' ties in WERE personalities, 
with each one assigned to promote specific product; 
results of innovation exceed company's expectations 



FIMUM. .Ill iniios .itl'oil I'T loud HUM - 
( li.iiulisin>4 is iimi.iIK .1 pu lls haul 
t.rsk . hut \\ \'A\\] and kroner in 
Rlr\ (land tame up with a "Sell-o- 
■ania campaign theined <»n a per- 
pjiali/ed sales cllort and packaued 
into a one-ss eek span with an all-out 
■duration radio promotion. I'nlike 
mans other "blitz" dris es, their el- 
fort employed the use ol single 
product concentrations . . . hut with 
1 sss itch. 

I'd l'aul. national sales director 
for VVKKf, said it was felt that "il 
a single product emphasis produces 
a strong sales picture, then the same 



emphasis with the added stieugth 
ol radio personality tie-in should 
e\ en douhle the results. The idea 
ss as put lorth at a mectiim of a loin 
man commitee, including Paul, 
w Inch w as loi mod to las the groiiud- 
ss ork and demise a basic structure 
lor the campaign. 

krngcr, which uses \\ I' HI* e\- 
cIiim's el\ in Cle\ eland, employ ed its 
existing radio schedule, pins added 
promot ioua I announcements to 
round out the " Sell-o- Baina. Items 
ss err selected to he used as "Wf Hf 
feature Products ol the \\ eek." and 
each station personality w as then 



assigned to one s|x-< die prodm t 

W f Hf morning in. in lloli \( 
leatnied Skinless franks " Hand 
1 1. ill w hose program is geared t 
the honscw lie. tied ill With "kroge 
Mh . id \\ f Hf mid d,i\ person. dit 
I )e\ ( laid pi nu tot ed kiogi r ( )raug 
|niee The < oineds te.nn of lia\te 
iN. lilies spilt two prodm ts In luci 
diem "krogei Douiits" ami "katal 
dm Stoiage Potatoes." I '.arh < s > 
1 1 n i ^ man Mike Man h leature 
fair I .ads l.icjiiid Determent ' \n 
\\ f Hf auc hor man I )i< k ( onr.i 
tied in v\ ith "I'atiuore Margarnx 
11 K* pe. son.lllts illl Hie s\ as ei 
li. meed I is all pi inted material ( ar 
i s iug hoth a personalis pic tine an 
the tie-in to ss hie h he had l>e< 
assigned. Ml kroner store managers 
also cooperated, ss ith rat h stor 
lealiirinu dis|)la\s ol the print c 
material, and there ssere also she 
talkers, base.ii t displas s. and giat 
ss incloss haiiners. Said kroner gr« 
eci s I tiercl i.i ud iser (*het fosse: "lh 
results ss ere lies oud our e\pet t, 
tions." i 




Sell-oRama" committee: (l-r) Kroger ad-sales promo-p.r. dir. Lawrence Flinn; WERE's Paul; Kroger's Lowe; Flinn's asst. Tom Kinsella 
sponsor 2:! pi 1 1 sun k l%.; i<i 



RADIO MEDIA 



Joseph elected v. p. 
for NBC Radio o&o's 

Michael Joseph has been named to 
the new 1\ created position of vice 
president. X BC 
owned radio 
stations. He'll 
report to Ray- 
mond \V. Wel- 
pott, executive 
vice president 
in charge of the 
X B C o \v n e d 
stations a n d 
Spot Sales di- 
vision. Joseph's 
career in radio has heen primarily 
in tlx- field of programing, hut he 
also has served in a variety of diver- 
sified positions in the industry, start- 
ing as an announcer in Cleveland in 
1947 and becoming vice president 
in charge of radio for Capital Cities 
Broadcasting in J 959. Most recently 
he served as a program consultant 
for Trans-Continent. Corinthian, 
and the Fetzer Broadcasting com- 
panies. 




Joseph 




OF THIS RICH 
AGRICULTURAL 
AND INDUSTRIAL 
MARKET 



-TV 



FOR DOMINANT COVERAGE R *P™*"»«dJ>y 

OF NORTHERN ILLINOIS and 

SOUTHERN WISCONSIN h r television, i„ c . 





Standing Pat 

Pioneer Chain Saws, subsidiary of Out- 
board Marine Corp., has ri'tieived sponsor- 
ship of five-minnle, thrice-u-week dawn 
radio show on over 500 Keystone iSetwork 
outlets featuring cracker-barrel comedian 
Pat lhittram. Show began three-month run 
in September and is renewed for spring. 
List of markets to get the show is worked 
out between Pioneer's ad department and 
salesmen icho, in turn, work with their 
lineup of distributors to tie in co-op dun- 
paigns for local dealer identification 




Hofmann 
Broadcastings 



New mgr. in Pittsburgh 

Andrew F. flofmann has just been 
appointed general manager of 
WPIT Pitts- 
burgh, a Rust 
Craft Broad- 
easting station, 
lie replaces 
Don Isolet, 
managing di- 
rector, who 
will retire the 
first of year. 
Hofmann, who 
was sales man- 
ager with Storer 
WWVA Wheel ing, will also super- 
vise W'SOL Tampa, and WWOL 
Buffalo, additional radio stations 
operated by Bust Craft Creeting 
Cards. 



No aired ads on yule 

Xo commercials but hourly devo- 
tional announcements will be the 
order of the day for WBAB-AM- 
FM, Babylon, X.Y., on 25 Decem- 
ber. Agreement of several hundred 
national and local sponsors to the 
day hiatus was announced by Sol 
I lorenstein, president of the sta- 
tions. 

Focal clergymen have taped the 



special schedule of Christmas m:m 
sages. 

Wlnlf 25 December is "busrne 
as usual" for most stations, voh 
is not up to workaday schedajl 
on many. National and local adva 
tisers nearly all fun greeting eof 
rather than straight sell. Anotli- 
factor in the holiday eommefel 
scene is the special holiday adve 
tiser, the sponsor with corpora 
greetings, some of whom buy I 
holidays, and some buying, whe 
possible, a station's entire broadea, 
dav. 



NEWS NOTES 



w 



Steering committee: George 
Storer, |r. named chairman of f 
RAB -XAB Radio Methodolo 
Study Steering Committee, whi 
held its first organizational meefcii 
in X 7 ew York, is seeking "one 
more valid methods of measurii 
the full radio audience." Menthe 
appointed by XAB are: 
Beville, NBC; Tom Carr, WB| 
Baltimore; Ralph Glazer, Group h 
Melvin Goldberg, XAB, Ben San 
ers, KICD Spenecr, la.; Ben Straw M 
WW'DC Washington, D.C. i$j 
Vincent T. Wasilewski, NAB. A 
pointed by RAB are: Miles Dad 
BAB; Charles E. Gates, VYGM Cl 
eago; Robert F. Pfurleigh, Ml 
Robert Kieve, WBBS Roche* 
Mary MeKenna, Metromedia; W 
liam D. Shaw, KSFO San Franeip 
and Alfred Watson, RAB. Mrs. M 
Kenna heads a special technical si 
committee consisting of 
Goldberg, and Watson, 

Triangle radio series: AiUucetMM 
in Sound, a series of 30 radio sItch 
linked to important days of t| 
year, is being produced and syn^ 
eated by Triangle Stations' progr 
sales arm. Six holidays and bir 
days of ten prominent peefffl* » 
among the events to be marked 
the individual salutes. The jf) 
grams, which are in prodneltwi] 
Triangle's WFIL-T\ f Pbiladelpij 
are designed for annual repeal 
all syndicated outlets. 

Lane new leader: 1 Iomer Laiie^l 
eral manager of KOQL (AM cc "PI 
Phoenix, is the new president lj 
1964 of the Arizona State Briafi 
casters Assm Other's elected 
Rav Simicker, KTAR-TV Phoeii, 
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kki' president, .mil Will.inl Sin >e- 
Uaft. K'IKO Globe-Miami; KATO 
Sallord. and k I N ( ) W'iiultm . secre- 
Lmy-tieasurer 

Special election: Richard I). Diul- 
le\. WSAF Wausan, Wis., will fill 
tin* \ acaflcx on the NAB Radio 
hoard ol directors treated In the 
death ol ( U-nrije T. Frechette. 
p'PlIK Wisconsin Hapids. Term 
expires at the end of the P)o~> \ \ B 
Coin ention u Inch u ill he held in 
the spring. I )udle\ is Iroin the °-th 
district. 

I rianule spurts pack: Triantde Pro- 
gram Sales has be^un s\ ndication 
ol Kiitcr ( onttu ts, a series ol fi\ e- 
pimite radio sports interviews fea- 
turing Lcs Keiter. sports director 
of WFIL Radio T\ , Philadelphia. 
The series is cnrreiith being aired 
on WFI 1 . as well as Triangles other 
four radio stations: WNBF Binu- 
haniton; WFBC Altoona; YYN1IC 
New- 1 laven, and KFKK Fresno. 

New radio property: K()LX-T\' 
Lincoln, and KOIN-TV Grand Is- 
land (both Nebraska), are syndicat- 
■k! a daily one-hour radio program. 
The Joe Martin Show. The show, 
Which features music by Al Lamm, 
sines t stars, and records, is spon- 
sored by Storz Brewing of Omaha 
feid Bine Cross-Blue Shield of Ne- 
braska. Outlets sinned to date in- 



Glete gets another coat 




Sinclair I'nint. u7i irh sponsors, Clctc Hob. 
rrtS ,fi;**n s program on KHJ ( llollyumod I . 
*igns contract for u crkdav 5 pjn . radio 
w . Front a re company i.p. llarrs Sin- 
rlajif 1 1) and adv. i .p. II Sinclair. In 
h>irk tl-r) arc necnev principal (Irrrv 
^hrrman ; Roberts: and Irv Raskin, ac- 
< Until fxccutin' for the RKO station 



Yes, there still is a Virginia 



4 i 




Dr. I .aura \ irtjinia Dosiulas, who ;is a 7-> «#r«old uirl prompted III*" 
famous newspaper editorial, "^i's, Virginia, There Is a Santa Clans." 
visits with WSYl<-T\ (S> racuse) president I*. H. > adehoneiieur w bile 
taking part in n special to be aired twice b> I lie station Christinas I've. 
The 74-> ear-old Dr. Douglas now resides in North Chatham, N. Y. 



elude K\1MJ Grand Island, and 
WJAG Norfolk (both Nebraska), 
and KFNF Shenandoah; KHCD 
Council BlnfTs; and KTTT Colnm- 
hns (all Iowa). 

CBS e\ec dies: Kenneth M. Picket t. 
60, associate director of CBS Radio, 
died I I December. Picket t joined 
the radio network as an associate 
director in 1941, and w ith the ex- 
ception of a short absence, was con- 
tinuously affiliated with it until his 
death. 

Presentation: Advertising execu- 
tives in New York. Chicano. San 
Francisco, and Los Angeles, last 
week \ iewed a presentation from 
W'llKK, Chicago Neuro-oriented 
.station. The presentation included 
the 21 inerehaodisinii ser\ ices of- 
fered by the station, and embracing 
a tie-in with 300 A & P stores in 
Chicago. 

R.I. powerhouse to Gill-Perna: 
WLK \V Providence, the only 30 kw 
radio station in the state of Rhode 
Island, has appointed Gill-Perna as 
its national represent. itn e. 



NEWSMAKERS 



Tin onoiir. M. \\ noun to account 
executive for W A BC Badio. New 
York. He was the Philadelphia rep- 
resentative for Metromedia Televi- 
sion Sales. 

Fh \\k J. Mom i i i to iz« oer.d s.di s 
in in '"er of WTIH . \lhan\ Sc hen- 
ectacb -Trov , 

I u ni i s Bill \ hi \ to \ ice presi 
dent and direc tor of sales for \\ ( )R- 
\ M-TV. New York. Bi in L \xim n i 
to vice president and direc tor of 
sales planniou for both stations. 

Ti.uuv Wood to production man- 
ager of WFLA Radio, Tampa St 
Petersburg. 

Bxiuui L. Brv.HK to new s editor 
of WMCA Radio, New York lie 
has been a commentator on \\ INS 
New York. 

JoiI\ R. Cu.iow to the sales di- 
\ isioo of the Mutual Broadcasting 
Svstem as account executive, lb 
w as with the Storcr sales uroup m 
New York. 

Rout in L. I loskiM. to neutral 
sales i nana Uer of \\ ( BS Radio N« w 
York. 
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SYNDICATION 

Local firms buy 
shorty features 

Radio syndicator Alan Sands finds capsulized shows 
with informational slant lure specialized sponsors 
seeking 'made - to - order' audience for their services 



Local radio stations are success- 
fully luring local advertisers w ho 
lui\ e avoided the medium for years. 
Bait? Several shorty features with 
a specialized and informational 
slant which virtually provide a 
made-to-order audience lor the spe- 
cialized advertiser. 

The abbreviated programing for- 
mat — usually 45-seeonds to a min- 
ute — is working very well for at 
least one syndicator. Alan Sands 
Productions of New York now han- 
dles seven such series. 

Advertisers have balked at having 
their messages sandwiched between 
records, says Sands. But appetities 
can be whetted by providing an at- 
tentive audience and an atmosphere 
ol maximum acceptance. Sands be- 
lieves that by preceding commer- 
cials with compatible minute fea- 
tures, the best climate is created. 

lie cites as an example Minute 
Tips on Your Child and You, a series 
of 260 recorded capsules, each 
around one-minute long, offering 
mothers constructive tips on bring- 
ing up baby from infancy to the 
age ol ten. Stations have been able 
to attract previously impenetrable 
laundry and diaper services, drug- 
stores, milk companies, juvenile fur- 
niture and toy shops, etc. to sponsor 
the series. One imaginative manager 
sold it to two advertisers, a dairy 
company and savings bank whose 
campaign theme was "Mothers, start 
a savings account lor vour child 
huin crib to colleue." Another sta- 
tion sold Minnie Tips to an insur- 
auee broker whose pitch was that 
with the increase in the lainik , the 
head of the household should lake 
out additional insurance. 

Drugstores .ire another prime ex- 
tuple t 1 the appeal ol the short. 
ix<iih/ed program, Sands has 
•"uii I The drugstore operator w ants 
|»o"i untug that is authoritative and 



sincere, be notes — programing that 
will prompt intense listening which 
carries over to the commercial. On 
this basis, Sands' outfit has sold sta- 
tions on the idea of Your Guide to 
Good Health, another program in 
bis hopper. W11BC Canton, O., 
recently bought the series and im- 
mediately sold it to a local drug 
chain. Paul Cilmor, station's general 
manager, came up with this twist, 
lie combined three of the 45-second 
capsules, added live commentary, 
and thus created a five-minute 
show. KITN Olympia, Wash., sold 
it to local Rexall drugstores. 

Radio sales usually sag in the 
summertime, notes Sands. Yet, there 
are local businesses that only come 
to life dining the warm weather. 
The flexible short format again filled 
the bill. Sands began o lie-ring Boat- 
ing Tips with Bill McKeon, one of 
the top boating authorities. Stations 
used the programs as a hook to sell 
schedules to boat dealers, boating 
suppliers, marinas, and even region- 
al soft drink and beer bottlers who 
urged boatmen to stock up before a 
weekend of cruising. WNAV, An- 
napolis, sold the series to a local 
yacht yard; W'HDll, Boston, made 
use of the material as a weekend 
information feature with other pro- 
gram material keyed to outdoor 
weekend activities. 

Sands is impressed with other ad- 
vantages of the program briefs be- 
sides this specialized advertiser at- 
traction. They give a station a pro- 
graming identity distinct from the 
competition and, by scheduling the 
capsules each day at the same time, 
the station can also encourage a 
daily tune-in habit, he says. 

In addition to those noted, the 
Sands catalogue? of short program 
series includes Marriage. Before and 
After: Amy Vanderhilt: Great Amer- 
ican Women; Let's Talk It Oi er. ■ 



'Rifleman' does strip 
for half its outlets 

Four Star Distribution reports j 
50% of the stations programin 
its Rifleman series strip it durin 
late afternoon. Thirty-four station 
use the series on a once-a-vv©tJ 
basis, while the other 34 program 
daily. (The 168 episodes can % 
programed five- times -a - week an 
run for almost two years vvithoi, 
repeats. ) 

Stations stripping the ofF-netvvor 
series include KTVI, St. Loufi 
WRC-TV, Washington; WCR-Tl| 
Buffalo; and KPTV, Portland, Or 
WABC-TV, New York; KDKA-TlJ 
Pittsburgh, and KPIX, San Francif 
co, are among those airing Riflenm 
once a week. 

In addition to the 68 stations no\ 
carrying the stories, nine of 
have not yet scheduled it. Some t 
these nine purchased Rifleman wltl 
an option to delay the starting dm 
as late as September 1965 and of] 
stockpiling it for programing nesj 
season. 



NEWS NOTES 

Christmas buys: Five more statical 
have purchased MGM TV's C/rrid 
mas in the Holy Land, a onediov 11 
color special of Art Linkletter on 
pilgrimage to Israel and Jordaij 
Thev are WC1IS-TV Charle 
W. Va.; WFTY Orlando; KGRl 
TV Harlingcn, Tex.; WTVT Tmnjj 
and KVIQ^-TV Eureka, Calif. Far 
eign sales of MGM TV propertk 
include Science All Stars in Japar 
Eleventh Hour to Southern TV 
Southampton, England, and ] 
desia (Africa) TV Ltd.; 135 M0 
Cartoons to Panamerica tie Televi. 
ion, Lima, Peru; Father of the Brim 
to Rediffusion Ltd. of Hong Korij] 
a second season of Xatimutl YeMn 
to Associated Rediffusion. LoimIhS' 
and 50 pre-'4S features to CJIC-T1 
Sanlt Ste. Marie, Ontario. Domestf | 
sales include post-'4S,s to KTBC-T' 
Austin, and KIF1-TV Idaho Pall; 
pre-'4Ss to KCMO-TY Kansas CUv 
m MGM Cartoons to KTTV tif 
Angeles; The Islanders to Wl 
TV Ft. Myers, Fla., and WTVI 
Evansv ille, lnd; 52 Our Gang etto 
edies to K1IJ-TV Los Angeles; Iff 
Benedict and Cain's Hjindfed t 
NVTVW and WINK-TV; and A 



sponsor 23 ni or m hi ft m 



phalt Jungle to WTVW. 
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Jockeying for audience 




( "lik-jmo's \NC\-T\ sol up 1 1 n\ "s.niipsiin Cli.iriol" lo p.ir.ulr lliroouli 
'I'lir I .«><>| 1 iis ;i proinoliun lor ils new writ's (if 2I> "Spri hu olor ' Mills .iirrd 
S;iilinl;n niulils. Van li.isi'tl from Mt'd.-illioii I'll Inns. |i;u Liui- ii>i luck's 
"Son of S.iiii|ison," " l-'urv of I IitikIi's," ,-iiicI "\ .ilk-v of tlir Linn." t'lillniM 
linisliiuu Inntlics on llir < lunol sin" \\ (. \ - I \ tni-rcli.uiilisiiiu \ci|>rr\ isnr 
|;nk I )c\ tin. >i net liis |iniii)(ilioii-rcM';ii< li ;issjsl;ml. Miss Slu rry ( oncdon 



UA Canada: United Artists Show- 
case for the '60s has added 13 more 
station sales in Canada, bringing to 
22 the iitiinlk'r of Canadian .stations 
Parrying tin* Ioaturos. Latest sales 
in Canada were made to O F B \ - 
TV Fdiiiontnn, Alta.; CI1BC-TV 
Llovvna. li.C; OkBI-TV Prince 
Albert. Husk.; C1ICA-TV Hed Deer, 
Alta.; CJLI1-TV Lethhridge. \lta.. 
CKX-TV Brandon. Man . \\ HTV 
W hite Horse, Yukon Territory . 
CBUT-TV Winnipeg. Man., Ck- 
Ck-TV Begin... Sask.. CkKS-TV 
Jantpiierc, ( v )ne.; CBt'T-TV Van- 
couver, B.C.; CBIIT-TV Ilalilax, 
U.S.; and CI10T-TV Calgan, Alta. 

Pc)st-a()s to CBh group: Seven \rts 
Assoc. has sold its 215 Universal 
post-. "30 leatnres to Four of the five 
CBS-owned t\ stations — \\ CBS-TV 
\eu \ork. \\ BBM-TV Chicago, 
VVCAl Philadelphia, and 

K\l().\ 1\ . St. Louis. 

Jm ill 7S: Independent Television 
Corp. s Jo Stafford Specials has 
been sold to three advertisers for 
nine markets, limiting its total to 
7S*. Cold Strike Stamp Co. bought 
si\ ol the one-hour musicals lor 
seven markets: Salt Lake Citv, 
Butte. Croat Falls. Billings. Twin 
Falls. Idaho Falls, and Boise. Har- 
ris & Love Adv . is the agenev . 
Southern \evv Finland Telephone 
Co. bought the series lor \\ \ 11C- 
TV New Haven, while 17th Street 
National Bank ol Denver bought it 
for k'LZ-TV Denver. 

Special Battle Line': Official Films, 
which has so far racked up 122 I'.S. 
market sales for its first-run lU.ltlc 
l/tiie series, is producing a special, 
based on episodes from the series, 
which will he made a\ ailable to 
stations w liich are earrv ing the full 
series. 

'Corrupters' an move: Four Star Dis- 
tribution Corp., which )ust launch- 
ed a new promotional campaign lor 
Its Tartict: The Comiptot \, has re- 
ported three sales in the first week 
of the drive. k'TVl. St. Louis. 
U kOW -TV. Madison. Wis., and 
KSIIO-TV. 1 «is Vegas, purchased 
the series after seeing Four Star's 
sales kit tv ing in current headlines 
w ith the storv lines of Target. 



Bo\ Ollice' grow s: Box ( '//ire 26, 
United Vt lists Tv feature package, 
is now sold in 130 markets. Latest 
sales were made to k FFOIA St. 
Joseph. Mo.; \\SP\-TY Spartan- 
burg. S. C.: \\ TCC-TV Savannah; 
W HOC-TV Salishurv. Mcl., \\ HV \- 

1 A' Biclunoiid; W'PIX San 1'r.in- 
cisco; W li \L-TV Baleigh. \. C; 
USOC-TV Charlotte; kFDCTV 

\marillo. and \\ SI IS-TV Charles- 
ton. \\ . Va. 

A A -TV subscribers: Five stations 
have been added to the list ol those 
earrv ing \llied \rtists Tv \ Scienei 
I'ietion i'cttturt v. Thev are \\ kBW - 
T\" Buffalo. WTTO Washington. 
\\ CUP-TV High Point. V C . 
k \\ F-T\ . Carlsbad. V M . and 
kSBW -TV Salinas. Calif. 

Christmas cheer: Seven \i ts reports 
sales ol its Ston/ of ( In istni'ts to 1 1 
stations, ami \ Christmas Carol to 
17 stations. Story of ( "ltri.%t tints, fea- 
turing Mahalia |ac kson was sold to 
kOOP-TV Los' \ngel. s. k()B-'IA 
\ lbiiquei (|iic, \\ T\'P Decatur. 
kBT\* Denver. WTHV Creen Bav . 
k LAS-TV Las Vegas. W KOW-TV 
Madison. Wis.. WOW- TV Omaha. 



kOL( >-T\ Hi no. kSL-'IA Salt Lake 
Oitv. and K\KF-TV W u Inta Tin 
motion picture. A (' hri\t mm ( ami 
has been purchased In klU)\ 1 \ 
Sau Francisco, W OB-TV Bollal« 
W 1) \F-TV Kansas Citv. K( 1 O T\ 
Di nvei. W \ "i S-'l \ Svrac us, kSl 
T\' Salt Lake Citv. kFBO I \ 
Bakerslield. kl 1 IMA' Billings 
\\ CI \-TV Champaign. W 1 l!\ 
( ireen Bav. k \ \ I .-T\ Fugt in 
Ore.. kVIO-TV L.ireka. ( ilil 
kB'I \ Croat Falls. Mont KOBT 
T\ Hailing, n. T» v. W Fl'.k T\ 
Peoria. kPHO-TV Pho< mv and 
Willi l\ I err, I Knit. 



N EWS M A K ER S 



Li i S vv via to t r< ativ ( , In, c t« 1 
of Klektra Film Prodiu ti< ns 1 1< 
succeeds the late .\hi I iss w ho <h< ,! 
I December. 

Si vm i \ Pi via n to pi t hIm< < s di 
rector with Fiuted \ it ist > 1 « I, v i 
sion 

\ v r V Dos v lo to 4, in sal man- 
ager ol I nited \rtis{s I cl< v isi< n in 
( "anada. lie w as with Vixn ( .< l s 
of Canada, Ltd as direct, i < >l in 
tional sales 



SPONSOR LM nic i mihr \<Ji>:\ 



STATION REPRESENTATIVES 



Spot tv costs are up 2-5<7b i* 

Semi - annual Katz summary shows dollars for daytime pace spot tv cost ©a P 



TOP FIFTY 

TELEVISION MARKETS 

f Market ranking includes TV Homes 
vii dilution of satellite operation. 
Rati includes satellite operation. 



New York, N.\ 

Los Angeles, Cal 

Chicago, 1!' 

Philadelphia, Fa 

Boston, Mass. — Manchester, N'.ll. 

Detroit, Midi 

San Francisco — Oakland, Cal. . . . 

Cleveland, Ohio 

Pittsburgh, Pa 

Washington, D.C 



Total Cost for 1st 10 Markets 



St. Louis, Mo 

Baltimore, Md 

Dallas — Fort Worth, Tex 

Cincinnati, Ohio 

Minneapolis — St. Paul, Minn. . . . 
II 'ford — New Haven — New Brit. 

Providence, R.l. . . . . 

Indianapolis — Blooinington, lnd. . 

Miami, Fla 

Milwaukee, Wis. 



Con 



Total Cost for 1st 20 Markets 



Kansas City, Mo 

Charlotte, N.C 

Sacramento — Stockton, Cal 

Seattle — Tacoma. Wash 

Atlanta, Ca 

Buflalo, N.V 

Johnstown — Altooita, Pa 

Lancaster — 1 larrisburg — York, Pa. 
C.rand Rapids — Kalama/oo, Mich. 
Houston, Tex 



Total Cost for 1st 30 Markets 



D.iyton, Ohio 

Memphis, Tenn 

Tampa — St, Petersburg, Fla 

( 'ohmihns, Ohio 

Portland, Ore 

S\ racuse, N.Y.I 

\\ heeling, \\ \'a.— Stenbeiiville, Ohio . 
<.r'n\'h— Spartaub'g, SC— Xshev'lc, NC 

\.ish\ illc, I enn 

Birmingham, Ala 

Total Cost for 1st 40 Markets .... 



New Orleans. La. 

Charleston Huntington, \\ . Ya. 

Mbam Sclicnec tadv I ro\ , \A 

Louis\ .Hi , k\ 

Mint S,i K m,iu B.i> Cit\. \|.. h. 
< -ret nslioro- \\ niston-S.ileiii, \ ( ' 

I oli do, Ohio 

Lmsmg Onondaga, Muh. 
I< d< igh Durham, \ ( ' 



lotid < ,ist for 1st .10 Markets 



MARCH 1963 PRIME TIME 



DAYTIME 



LATE NIC1I V 



V> Hour 



20 Seconds 



Minute 



[Minute 



Base 
(1-Time) 



Base 
(1-Time) 



3 Per 
Week 



6 Per 
Week 



6 Per 
Week 



12 Per 
Week 



G Per 
Week 



6,120 
3,000 
3,000 
2,500 
1,800 
1,980 
1,380 
1,320 
1,500 
1,110 



2,400 
1,250 
1,300 
1,200 
800 
1,100 
800 
775 
700 
450 



2,400 
1,250 
1,300 
600 
800 
1,100 
800 
640 
700 
450 



2,400 
1,250 
1,300 
500 
800 
1,100 
800 
560 
525 
450 



800 
425 
500 
412 
245 
160 
123 
225 
188 
140 



440 
260 
300 
302 
192 
150 
96 
180 
150 
105 



I 1,800° 
450° 
980° 
612° 
275° 
231 
160° 
280 
281° 
170° 



$ 23,730 $10,775 $10,040 $ 9,685 $ 3,218 S, 2,175 $ 5,239 S 



1,260 


395 


395 


395 


183 


134 


213° 


1 


1,050 


425 


425 


425 


115 


100 


120° 


1 


1,200 


400 


400 


400 


112 


105 


105° 




1,050 


380 


275 


240 


70 


60 


115° 


I 


1 ,-iUU 




4 (O 


4 i O 




Q 1 




1 
J 


1,110 


400 


400 


400 


173 


150 


135° 


1 


1 000 


350 


350 


350 


110 


80 


140 


1 


840 


380 


380 


380 


95 


80 


50° 




925 


500 


500 


500 


128 


94 


105 




900 


370 


350 


330 


98 


84 


126 


| 


$ 34,265 


.$14,850 


$13,990 


$13,580 


$ 4,407 


$ 3,153 


1 6,573 


$ 5 ,4 


840 


375 


375 


280 


115 


90 


198° 


I 


840 


290 


290 


290 


113 


113 


68 




880 


350 


350 


300 


75 


65 


35° 




900 


375 


375 


375 


95 


85 


95 




720 


300 


300 


285 


105 


99 


60 




1,000 


500 


500 


500 


115 


100 


150° 




660 


275 


275 


275 


98 


85 


98° 




720 


240 


240 


240 


101 


81 


101 




900 


400 


350 


325 


90 


80 


100° 




780 


325 


325 


325 


100 


88 


120 


1 


S 42,505 


$18,281 


$17,370 


$16,775 


$ 5,414 


$ 4,039 


$ 7,604 


$ 3$ 


720 


285 


285 


285 


o0 


40 


85" 




600 


225 


225 


225 


60 


48 


64° 




600 


230 


230 


230 


70 


65 


70 




720 


275 


275 


275 


80 


70 


80 




540 


250 


250 


250 


80 


70 


80 




660) 


350 ; 


220 j 


2201 


100| 


70 1 


100 J 




480 


200 


170 


145 


65 


55 


65 




480 


175 


175 


100 


56 


45 


30 




600 


225 


225 


225 


75 


60 


64° 




700 


300 


300 


300 


SO 


65 


3S 




S 48.605 


$20,795 


$19,725 


$19,030 


$ 6,136 


$ 4.627 


$ S.2S0 


$ M 


700 


325 


300 


275 


70 


60 


170 




700 


250 


225 


210 


SO 


70 


45 




750 1 


285J 


285! 


275 1 


83 1 


851 


951 




810 


260 


260 


260 


125 


125 


125 




GOO 


200 


200 


200 


75 


06 


4S 




600 


200 


200 


200 


75 


65 


60 




800 


300 


2S0 


260 


S7 
65 


72 


60 s 




600 


275 


275 


275 


55 


140 




600 


200 


200 


ISO 


SO 


80 


60° 




510 


ISO 


180 


ISO 




60 


48 




$ 55,275 


23,270 


$22,130 


$21,345 


$ 0.96S 


$ 5.365 


$ 9.131 


$ 71 



SPONSOR L»3 t>i < i mm k IPG* 



ix months since March 



1 


pilation 


covers 


top 


200 markets 


for " 


rule of 


% 


H.rii:\im:u ujci:i rm\u: 


TIM 1 
l nil 


i) vv i i\n: 


i vn: 


Mcin 




rlixir 




20 Scroixh 




Minnl 


V 


Miliolc 


1 JIM* 


liasi- 


3 lVr 


(i IV r 


0 lVr 


12 frr 


(i 1'trr 


12 l't-r 




(1-1 mil') 


>» It'k 


N iik 


1,1 k 


»> I'l K 


Unk 


Wiik 




Itslit 


$ 2.5(H) 


$ 2.500 


$ 2.5(H) 


S SOO $ 


440 








(WM) 


1 ,3(K) 


1.3(H) 


T;)(M) 


450 


270 


500 


200 




000 


1 ,3(M) 


1.300 


1.3(H) 


52.5 


315 


1 I'd 


(«7 




320 


1.200 


600 


500 


412 


302 


( if it I 
IH II 1 


~\t\t i 
i\ t\ > 




§100 


MM) 


,S()0 


MM) 


245 


192 


275 


275 




'KSO 


9(H) 


9(H) 


9(H) 


200 


ISO 


2.31 


198 




470 


JOT) 


,S00 


SOO 


140 


1 10 


17,5 


1 ,8 




,M0 


775 


600 


500 


.T ."I - 

22> 


1 SO 


100 


4(H) 




irw 


7(X) 


7(K) 


525 


225 


180 


338 


270 




1 10 


•t^o 


•150 


450 


1 40 


105 


170 


125 




ill! 


SI 0.725 


$ 9,950 




f 3.362 $ 


2.274 


.*!> ."),(> i .> 






260 


395 


395 


39 5 


1S3 


134 


.1 T - 

J, JO 


J,JL> ) 




itei) 


450 


•150 


360 


120 


1 10 


1 o.S 


1 ^11 




Em 


KM) 


•KM) 


4(H) 


1 12 


105 


1 ">i> 


1 tw 




ffiSO 


3X0 


350 


325 


70 


60 


Kl\ 

r» i 


i \ t 




3K> 


•175 


•175 


475 


135 


120 


225 


195 




170 


•150 


•150 


450 


188 


163 


150 


130 




<W> 


40S 


371 


352 


1 16 


108 


1 16 


108 




H40 


450 


•150 


450 


1 15 


95 


65 


60 




12.1 


530 


530 


530 


1 tl 


106 


105 


90 




l'H30 


170 


*> Ml 


330 


<)S 


K.I 

'.3*1 


l.Tl.S 


111 




ws 


SI 5.033 


$14,174 


* 1 'l /: i O 
■> 1 .Kv*4ii 


$ 4,643 $ 


3.359 


$ 7,107 


$ 5.099 






375 


330 


300 


1 15 


90 


198 


176 ' 




S70 


3(H) 


3(H) 


300 


1 1 3 


1 13 


68 


50 




• fUO 


360 


360 


310 


80 


70 


50 


35 




' Sfflt 


375 


3(H) 


275 


95 


85 


95 


85 




WO 


350 


3(H) 


2X0 


100 


90 


60 


60 




L(») 


500 


5(H) 


500 


1 15 


100 


150 


150 




660 


250 


212 


■•> | .-> 


85 


72 


70 


70 


ma 


2 10 


240 


_ "4 W 


ini 


.S 1 


101 


8 1 




SIM) 


375 


350 


'J— 'J 


100 


80 


100 


90 




"SO 


408 


374 




104 


91 


1 50 


1 50 




ni 


S1S.566 


.$17,440 


$ 1 6,736 


$ SMI $ 


4.231 


$ 1,14!) 


$ ti.010 




7S0 


285 


285 




65 


50 


1 10 


1 10 




720 


225 


215 


205 


70 


60 


64 


51 




660 


260 


260 


2 GO 


SO 


75 


80 






720 


275 


275 


275 


85 


85 


K5 






60O 


275 


275 


275 


70 


60 


70 


60 




Iter! 


350 


350 


.150 


<U| 


SO 


120! 


1_<>; 




M) 


200 


170 


i i ^ 
i ii 


SO 


70 


65 


55 




ISO 


KSO 


1 ftl 

MS-J 


i •• ■> 


.1 \ 

'1 1 


}( f 


35 


IS 




f#,» 


235 


210 


) in 
.III 


so 


70 


<>l 


*(> 




7'00 


3(H) 


300 


<T>\f\i 


so 


65 


45 


"» 




aio 


$21,151 


$19,943 


1 ISM SI! 


S (i.3H(i S 


4.SS2 


• S.SS7 


$ 6,712 






















7)0 


310 


3(H) 


2.S0 


70 


60 


75 


7 5 




S40 


250 


225 


210 


so 


70 


»5 


15 




730 


285 


285 


275 


1(H) 


90 


95 


85 




MO 


275 


275 


275 


125 


125 


1(H) 


1(K) 




600 


225 


225 


225 


75 


06 


IS 


12 




mi 


200 


2(H) 


200 


85 




60 


IS 




WO 
flttD 


300 


2.S0 


260 


105 


90 


60 


50 




300 


3(H) 


270 


80 


70 


160 


1 10 




fiOO 


200 


2(H) 


180 


.s() 


.SO 


(,() 


0(1 




510 


185 


im 


185 


l >2 


69 


IS 


>6 






$23,7 1 1 


$22,4 IS 


$21,546 


$ 7,2 S(i S 


5.074 


•$ <).(i2S 


1 7,3 S 5 







Anv i it i im its must .illot .iliont I V < 
more iiioiic\ to I ii i\ (Lis Sinn- nun 
iites in ( 1 1« - (d|> .10 (or top 2lH) [\ 
ni.nkcts lit. in tin \ did m\ niontlis 
.iUi>. 

I Ins I'stini.itr tlcri\ cs Ironi tin- 
deskside miide to spiit hiul^i t pl.ui- 
iiin<4 — tlic 3-1 1 1 1 Spot Telev isjon \d- 
\ cri isini; (lost Siiiiiiiijrv just mil 
Ironi '['lie Rut/ Ayeiu \ . The tup 2(K) 
markets are i aiiked ac t online to iu- 
dnstr\ -at ccpted t\ homes d.ila and 
rates, based on the hiuhest-pri( cd 
station in each market, and ha\ e 
been revised atturdiny to the 1.1 
Septeinher SUDS. 

The Summary must he used t au- 
tionslv and onl\ lor estimatinu, 
warns Kat/. research direc lor Daniel 
Deiieuhol/., as in some cases a sub- 
stantial si\-month dollar hike in the 
aHUrc'Uate cost for a uronp ol mar- 
kets may he precipitated hy one or 
two stations. 

W ith this in mind, advertisers will 
note that while prime time is still 
very much the bin dadth of the rate 
famib , daytime is less and less the 
poor relation it once u as, showing 
;i rate urou th greater than am other 
time classification. 

"About normal" is the was l)cn- 
enhol/ would describe the estimat- 
ed six-month tost increases. Heading 
ac ross the hoard for a top-50 bny, 
the one-t ime rate for the |>opiilar 
prime-time 20 is up a little less than 
2 r 'r, as is the prime-time halt hour, 
daytime, as noted, has risen I V < , 
and the late-nijjht minute u ith a 
si\-per-u eek freijiu nc \ ) is up some 
5 f r. While the other cost differen- 
tials hold siibstanti illy the same 
throimhout the 2(H) markets, late 
iiiilhl defies ,uiul\ %i> and appears 
most \ olatile on a market-hs -market 
basis. In markets like Chicago and 
(-lev eland, there w as a significant 
rate boost in this time p< riod, in 
others of the top 50 such as Cincin- 
nati, Pros ideuc e. and New Orleans 
late ni'^ht costs were slashed For 
the total 2(H) markets, late nmht 
costs bareK rose at all on a si\-plan 
basis and fell oil on the 12-time 
plan. ■ 



■ 2.1 nit y \\ in r Utm 



STATION RbPKLbtlN I A T I V c 5 



Computers seen boon 
to local media buys 

"At the agency planning level, com- 
pntci -h.iscd systems w ill lead in 
time to much more detailed con- 
sult ration of the merits of 'individ- 
ual lot al media,' as contrasted with 
the present, rather arbitrary , gross 
budget allocation procedures." 
That's the verdict given in a study 
of electronic processing of media 
bin s prepared by The Dicbold 
Croup for The Katz Agency. 

The Dicbold specialists expect 
that in the next five years, decisions 
concerning local media bin s will be 
made increasingly at the planning 
lex el, "and, to a large extent, the 
distinction between national and 
local media will tend to disappear 
with time." The report added, how- 
ever, that there will be a "long in- 
terim period" before media selec- 
tion equipment is operational, and 
"the responsibility for decision-mak- 
ing on local media will remain 
lariieh at the buving level. 

Aft ervvaid. the report continued, 
spot radio and television cam- 
paigns will most likely be treated 
as an "equivalent network of spots.' 
W lieu this is done, the practical 
impact o! its use on the Katz sales- 
men dealing with the buyers will 
be negligible. Its use will result in 
a determination at the planning 
level that certain percentages of the 
available budget be spent for vari- 



ous media and Katz salesmen will 
then deal with the agencies media 
buyers as they now do in order to 
obtain as much of the available 
money as possible For the vehicles 
they represent." 



NEWS NOTES 




Blair 



McCov 



Executive changes at 
John Blair & Company 

F.fFcctive 13 |anuary, John Blair &: 
Co. will make several changes at 
the executive level. Blair will be- 
come chairman and chief executive 
officer and Arthur II. McCoy will 
assume the title of president of the 
overall company. Replacing McCoy 
as president of Blair Radio will be 
Tom Harrison, currently vice presi- 
dent in change of Blair Radio's 
Chicago office. Harrison, in turn, 
will be replaced by Stn Cochran, 
Harrison's assistant in the Chicago 
office. McCoy, who has been in the 
station representatives field for 
nearly 25 vears, has been associated 
with the firm since 1955. 



Canadian Club does its part 




rhiimiiiu future campaigns ;il reception host, d In Ul-Cauada Radio & 
In at Canadian Club in V . arc (l-r) Louis Dorkin, v.p.-acconnt exec 
at namcr-l-il/ucrald-Saiimlo, V \ . ; ||. Rickcrion, Vll-Cai.ada Radio 
•S. lv. V \.: and K. T. Caler, ad-Miles %.(>.. Stcrliuu B vm (1 f Canada 



What's happening up norths Gor- 
don Fern's, president of Radio 
Television Representatives L1 
was elected president of the Statifcf 
Representatives Assn. of Canada 
succeeding Andy MeDermott o 
Radio 6c Television Sales. 0 
new officers of the 13-menibg! 
group, include: first viee president 
Paul Mulyihill, of the company o 
the same name; second vice presi 
dent, John Malloy, sales managf! 
of the CBC; secretary, Lorrie P 
w ho beads Lorrie Potts & Co. Treat 
nrer Gaston Belanger of 
L'Anglais, was rc-eleeted. Summing 
up the year, the group eonsidgl: 
the continuing sueeess of the Radii 
6c Television Executives Club Sil 
greatest achievement. SRAC devfl 
oped the project three years am 
and actively participates in it 
Other successes include del 
plans for providing radio as well a 
tv advertising figures on a quarter^ 
basis; some headwav in solving; (1* 
national-local rate conflict; eo-oj) 
eration with CAB in setting up ai 
accurate mailing service to peojjfN 
in the industry; sueeessful imgi«_ 
mentation of the use of the ncv 
broadcast order forms, with all hu 
one rep conforming. 

Colorado outlet switches: KKTV 
the CBS TV affiliate for Colorash 
Springs w hich is licensed to Oafvo 
Communications Systems, Inc.. i 
now represented by Avery- Knodfi 

Island hopping: Weed Television M 
now representing KTRG-TV, eliaiij 
nel 13 in Honolulu, Hawaii. 

For ABC TV: Revue Studios ki| 
begun production on A't'g/tr Pcoph 
one of several series being do 
veloped in association with AJRI 
TV. A'/g/tr People portrays pcOplf 
who begin their days when most pi 
to sleep. One one-hour show w ill Is* 
shot entirely on location in Lo' 
Angeles. 

NEWSMAKERS 

Inivz Aixikk to promotion du«*cui 
at MeCav ren-Cuild. She was pimil 
onslv media supervisor at XornuM 
Crai<4 and Kuinincl. 



WASHINGTON WEEK 



National tv advertising looms as half villain, half hero, in the FTC's 

recent order for Procter and Gamble to spin off Its 1957 acquisition 
of CI or ox Chemical Co . 

It will come as a shock to advertisers and networks that the commis- 
sion implies it can decide when intensive national tv advertising of a 
particular product is a praiseworthy competitive expense — and when it is 
a "wasteful" type of product differentiation. 

In this case , FTC disallows PIG claim that substantial savings in 
advertising costs would be one benefit derived from the merger. P k G said 
acquisition of the Clorox company would be more economical than building 
up a liquid bleach of its own from scratch. 

Cmnr. Philip Elman, author of the opinion, admits P & G can, by includ- 
ing Clorox in its multiple product advertising on national tv , get sub- 
stantial volume discounts not available to the bleach previously. PIG 
network tv programs can saturate regions where Clorox is weak , without 
sacrificing nat ional lineup. P & G can show that with the $1.7 million 
dollar tv budget of Clorox in 1957 , the larger firm could increase tv 
advertising reach by one-third or more . 

But FTC says P & G cannot prove the savings are a matter of "efficiency" 
and "economy" valid to justify a merger. 

Although the question of advertising was to have been only one of five 
f actors in the decision for divest iture , it seems to have gone from a minor 
to a major role in an opinion that embraces some odd contradict ions . 

1 I Thjgre does reach a point at which ^ ^ mass advertising loses its 
informative aspect and merely entrenches market leaders ' . " 
This is FTC's justifying quote from a Houghton publication on 
"Mergers, Superc one ent rat ions and the Pub lie Interest . " Apparently, FTC 
feels qualified to decide on which product , at what point in its sales , 
national advertising ceases to be valid in a company ' s overall operat ion 
and expansion. FTC can also decide when it is or is not of ultimate benefit 
to the consumer. 

In a reverse view of tv advertising , Cmnr. Elman regards the rising 

volume of advertising by Clorox, before the 1957 merger, a commend- 
able method of acquiring 50% of market sales and promoting its brand name . 

The 1957 Clorox ad budget comprised nearly 10% of its $40,000,000 
annual sales, and 31, 150,000 was on tv. Said FTC : "As a result of Clorox' s 
long-continued mass advertising , its trade name had become widely known 
to , and preferred by, the consumer notwithstanding its high price and lack 
of superior quality. " 

Proof of the advertising value, says FTC, is P k G's willingness to 
pay a $30,000,000 purchase price of which $17,400,000 was for good will 
and actual assets only $12,600,000. 
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ikik The FTC order also takes a kindly view of the way C Lor ox managed to 
outpoint rival firms in the liquid bleach field, via tv advertising. 
FTC points out that Clorox' rival, Purex, also advertised heavily, 

but was not able to link national distribution with national advertising 

of its bleach. 

"It is apparent that the effectiveness of advertising in media of 
mass circulation normally is enhanced if the product is sold nationally." 
So Clorox won major share of the market. But; "Allegiance to a particular 
brand created by mass advertising tends, in the case of low-cost, high 
turnover household products to be somewhat ephemeral," says FTC. 

By way of example, the commission says Purex put on an intensive ad 
campaign in Pennsylvania, won 30% of the 50% held by Clorox — but was put 
down when Clorox got intensive, too, and won it all back except for 7% of 
the market — and all happened in a matter of a "few weeks. " 

•fa i t Tfr e highly volatile nature of advertising and marketing is thus rec- 
ognized in the order — but the P & G opinion still rests on six- year- 
old data. 

FTC finds the delay "regrettable," but goes on citing 1957 history. 

The order says P & G spent $80,000,000 or more in advertising, largely 
on tv, in 1957, and total net sales were $1,156,000,000. Heavy advertising 
of P & G's new "Comet" cleanser won it 36% of the national market in 20 
months, on an advertising outlay of $7.2 million dollars* 

FTC finds no fault here — this is a cleanser, not a bleach. Point seems 
to be that liquid bleach has always been basically a small-firm industry,, 
and FTC wants to keep it that way. 

*A"Ar says bigness per se is not the question in this case t . 

Bigness itself is not necessarily anti-competitive — but when bigness 
acquires liquid bleach, the result could be deterrent to new entries. 

The reason: "We are dealing in this case with an industry in which 
advertising figures very prominently as a factor in competition » , . 
the discount structure of the advertising industry favors very large 
national advertisers to an unusual extent." 

T^"^ lY. the end of the FTC order, tv advertising and its volume discounts 
emerge as full-sledged villains in the life of liquid bleach. 
The commission says net volume discount required spending at least 
33 million on both CBS and NBC networks in 1957. The single-product Clorox 
Chemical Co. had to spread its $1,150,000 tv budget, and so: was only able 
to get minor discounts — as are other single-product bleach manufacturers* 
P & G can get Clorox the multi-product volume discount, which means at 
least a "potential" kill of future competition, FTC claims. 

The P & G order, bound for the courts, came out on New Frontier momen- 
tum. President Johnson ' s request for "more cooperation and less control 
action" by agencies may put brakes on decisions with so wide a wingspread. 
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